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NHIS WAY TO GREATER PROFITS 
j 45 NO theor — 


HE average distributor’s stocks 

are growing staggeringly com- 
plex. Buying, stock-keeping, sell- 
ing, demand continually greater 
skill and hard work. Profits may 
be cut into in a thousand and one 
ways—serious inroads made before 
they are discovered. Today, there 
are ten ways to lose money to one 
a generation ago, largely because of 
the increasing complexity of busi- 
ness. 

nm 


Take just one phase of your prob- 
lem, for example—small tools! If 
you buy taps and dies from one 
manufacturing source, screw plates 
from another—pipe tools from still 
another—and so on—think of the 
needless duplication of buying 
orders—the time wasted in inter- 
viewing salesmen—the com plex 
stock records—the extra bookkeep- 
ing—the scattering of selling effort! 


tn = lm hr 


All these things eat heavily into 
profits. If it were possible to 
exactly determine the total waste 
in dollars and cents it might prove 
startling. 
an mm & 

Many leading houses have long 
recognized the necessity of simpli- 
fication wherever possible. A sur- 


prising number of distributors have 
concentrated their efforts, for ex- 


GREENFIELD’S 


Small Tool Lines 














ample, on the Greenfield line 
of small tools. And this has 
resulted in reduced overhead 
costs— 


and lower selling 


hence increased profits. 


Perhaps it will pay you to 


concentrate on one depend- 
able source for all small tools. 


A Greenfield representative 
will be glad to talk it over 
with you and tell you more 
about our practical sales 
cooperation. 








1 Taps GREENFIELD, MASS..,U.S.A. 

2 Dies 

5 New York: Chicago: 

3  Serew Plates 15 Warren St. 611 W. Washington Blvd. 

4 Twist Drills Detroit: 

5 228 Congress St., W. | 


Pipe Tools 


- 
tw 


6 Reamers 
Canadian Plant: Greenfield Tap & Die Corp. of Canada, Ltd., 
Galt, Ontario 


7 Gages 





H.A,. Feb. 27, 1930 
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Householders, 
Plumbers, Carpenters, 
Electricians .... 


All Purchasers of 
Greenlee Tools 


REENLEE chisels and bits represent a tool line that 
G includes a bit for all boring purposes and a chisel for 
practically every class of work. There are brace and car bits, 
augers and expansive bits, as well as socket and tang butt 
and firmer chisels for the carpenter, electrician, plumber, 
and householder. 


Typical are these tools shown to the right. They are used 
by all classes of mechanics for a great variety of jobs. They 
come from an old line, a proven line, and a line that is 
profitable for hardware dealers to handle. 


The No. 22 Solid Center Auger Bit is a general-purpose 
bit, having a double cutter head with extension lips, and is 
fitted with a medium pitch screw point. The center stem 
gives added stiffness and.the single spiral easily elevates 
chips. 


The No. 200 Socket Butt Chisel is a short, light, popular 
tool, having beveled edges and a three ply, leather-tipped 
hardwood handle. The blade of this chisel measures three 
inches from the cutting edge to the shoulder. 


The No. 16 Unispur Electrician Auger Bit is very popular 
because of its easy and smooth boring qualities. As its name 
denotes, it has a single cutter head, and only one outlining 
spur. It is fitted with a deeply cut eight pitch single screw 
point for boring one inch in eight turns. 


Greenlee Tools are easy to buy. Your jobber probably 
has a large stock on hand capable of handling your require- 
ments. Send for your copy of catalog No. 29. 


District Sales Offices: 

New York: 15 Warren St. 
Boston: 34-38 Binford St. 
Philadelphia: 2401 Chestnut St. 
Nashville: 604 Cotton States Bldg. 


San Francisco: Sheldon Bldg. 
Los Angeles: 1302 Washington Bldg. 
Seattle: L. C. Smith Bldg. 
Montreal: 129 St. Peter St. 
Vancouver: 2808 39th Ave. West 





GREENLEE IOOLS 
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No. 22 Solid Center Auger Bit, No. 200 Socket 
Butt Chisel, and No. 16 Unispur Electrician 
Auger Bit. 


In the Greenlee Jine there 
is a brace bit, auger or 
expansive bit to handle 
all kinds of work. These 
tools are carefully made 
from start to finish and 
are hardened and temper- 
ed to an exact degree. 





Greenlee chisels  inelude 
socket and tang types with 
either long or short blades 
and leather tipped or plain 
wood handles. Their con- 
struction and temper re- 
sults in a lasting tool 
capable of high grade 
work, 












Tools that 
Stay Sold- 














Greenlee Fool Co., Rockford, 7!) 
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DISSTON 


ANNOUNCES 


A NEW LINE OF 


XPERTS who have made pruning a life 
F sud have co-operated with Disston 
saw-makers and tool-makers in developing, 
improving and perfecting Disston pruning 
saws, pruning shears, hand pruners, pole 
pruners, tree pruners, hedge shears, and 
grass shears. 


And now Disston announces a new line 
of pruning tools —the finest ever made! 
















All made of Disston Steel, the world’s 
great cutting steel, from the Disston Steel 
works. All with the temper, edge-holding, 
and cutting qualities that made the name of 
Disston famous. All improved wherever 
possible in design, in balance, in lines, and 
finish, and in the service that they will 
render to the user. 


For all Disston Pruning Tools are made as 


DISS 


THE WORLD'S FOREMOST 


HENRY DISSTON & SONS, Inc., 
CANADIAN FACTORY: 
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PRUNING TOOLS 


vineyards, nurseries, tree surgery or forestry 
work, or in the home grounds, for hedges, 
shrubs, etc. 


users want them made, with just the right 
feel, shape, size, style, and finish. They 
sell readily and bring repeat business, be- 
cause they do better work more easily. 


In the complete and improved Disston 
line you can get exactly the pruning saws, 
shears, and other pruning tools that your 
customers find most useful for the kinds of 
work they have to do, in orchards, groves, 


A new catalogue, — “Disston Pruning 
Tools,””— illustrating and describing the entire 
new Disston line —57 different numbers in 
104 sizes and styles—has just been issued. 
Every hardware merchant should have one, to 
guide him in his buying. Write for it at once. 


TON | 


SAW MAKERS 


PHILADELPHIA, U.S.A. 
TORONTO 
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Hene’s THE 1930 LEADER 
for home bottling supply sales and profits 






























The New Everedy Gear Top, Sr., Capper 
Is Making a Big Hit Everywhere 


VEREDY’S new Gear Top, Sr., Capper 

is taking the trade by storm. And no won- 
der. It’s just what the trade has always wan- 
ted—an arbor press type capper with a spring 
handle lift. We knew it would go over big. And 
the orders that are pouring in prove it. 


Gear Top, Sr., heads the improved Everedy 
line for 1930—the best known, most complete 
and most dependable line of home bottling ac- 
cessories in America. The 1930 line includes 
cappers to meet every demand at prices to suit 
every pocketbook—and each capper inthe line 
is an unbeatable value at its price. 


Another profit making specialty that you don’t want 
to overlook is the wonderful Everedy Syphon-Filter. 
It sells on sight to every home bottler who 
wants clear, sparkling beverages. 


Order Everedy Home Bottling Accessories 
from your jobber today. Or let us send you 
full information about the profit possibilities 
of the Everedy line, and about our new 1930 
Window and Counter Display cards and 
other free dealer helps. Write now! 

RED FLASH, SR., Capper, No. 101S (right)—Crowns between 
cushions of rubber. Beautifully finished in red lacquer and nickel. 
Seals perfectly any size bottle up to full quart. Has big, never- 
cramp handle with double spring lift. New crown retaining clip 
holds crown in place for capping. Flanged steel capping throat 
has rubber insert which releases bottle instantly when capping 
operation is completed. 














GEAR TOP, SR. , Ca , No. 210 (above) — 
Has automatic spring lift handle with com- 
fortable wood grip. Instantly adjustable. Pat- 
ented Everedy “‘double-seal” capping throat. 
GEAR TOP, JR., Capper, No. 205—Similar 
to No. 210 but with plain steel handle without 
spring lift. A wonderful value, 












,EVEREDY STRAINER 
SET, No. 300 (below)— 
Wonderful for straining or 
filtering Beverages, Jellies, 
Catsups, etc. Set consists 
of heavily nickeled stand, 
strainer bag and filter bag. 
Stand quickly adjustable to 
fit any size kettle or crock, 






RED FLASH, JR. 
por ab No. 100S 
—Similar to No. 
101S (above) with 
plain nickel base 
and without crown 
retaining clip. 


CLIMAX CAP- 
PER, No. 250 
(right)—The big- 
fest value in the 
ow priced capper 
EVEREDY SYPHON FIL- field. Has improved 
TER, No. 400 (above)—Floats spring lift hoodie 
on the surface of liquid and and flanged steel 
syphons and filters in one quick throat with rubber 
easy operation. Consists of insert for releasing 
metallic float, filter cloth disc, bottles. Double 
stretcher ring and hose guide. steel post will not 
Sells itself wherever Snipes. bend or stretch. 


























DOUBLE DUTY Capper, 
No. 222 (above) —Made for 
the heaviest kind of work. 
Double posts. Double spring 
handle lift. Powerful leverage. 







EVEREDY PRODUCTS ARE SOLD BY LEADING JOBBERS EVERYWHERE 


THE EVEREDY .COMPANY wind 


Also manufacturers of Everedy SILENT Door Closers and Everedy Screen Door Grilles. Write for Catalog 9D 
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Makers also of 


IMPERIAL 


Farm Fence 
Poultry Fence 
Lawn Fence 
Steel Posts 
Gates | 

Flower Border 
Trellis 


Build Sales Around 
This Advertised Line 


Now is the time to “‘cash in” on the vast, 
ready-made market for U. S. Poultry Fence. 


Use this nationally advertised netting as the 
leader in your drive for ALL poultry supply 


business! Use it to attract new customers! Use 


it to increase sales and profits! 


“Tie in” locally with the U. S. national adver- 
tising campaign now running in leading farm and 
poultry publications! Display U. S. Poultry Fence 

You will be surprised 












































at the point of sale! 
at its pulling power. 


Let us urge that you check your stocks today! 
See that you have an ample supply of U. S. 
Poultry Fence to meet demands! 


Then go after the poultry netting and poultry sup- 
ply business in your community! 


The FREE U. S.- Dealer Helps---newspaper 
electros, window cards, envelope enclosures--- 
will attract this profitable trade to your store and 

put money in your cash drawer. These adver- 
tising aids are yours for the asking. 


Indiana Steel & Wire Company 


Muncie, 


AN 
\ 


\ 


WN Md 
( 
N 


Gn HELPs! 





: : Indiana 


td wry : 
NY | 
bonnes 9 S Cn 
anh tes Aee 
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“Fire when you’re ready. Gridley?” 


Said the Commodore of our Asiatic Squadron to the Captain of his flagship on that 
May morning of 1898. 


They were entering the harbor of Manila with orders from Washington to capture or 
destroy the Spanish fleet lying at anchor under the guns of the forts. 


Headed by the Cruiser “Olympia,” our ships steamed in, firing with the deadly accuracy 
of the American Navy. 


A few hours later it was over. The forts were silenced; Spain’s once proud fleet—scrap 
iron. George Dewey had won a great victory and hadn’t lost a man. 

















From the original painting by C. McKnight-Smith 


Like those Yankee Gunners, you, Mr. Hardware Dealer, are 
a trained man. You know how to shoot. Have you got the 
right ammunition ? 

The best place for you to get this ammunition is from your jobber. The most successful 
Hardware Dealers are not those who waste precious time “shopping around.” They 


rely on a competent jobber to supply them with the merchandise they need. And the 
time saved is spent in selling it. 


Because of the great variety of up-to-the-minute merchandise carried in our warehouses 
coupled with those high powered, business-bringing “shells” we call our Hundred-One 
Anniversary Specials, we feel the House of Worthington can bring you every advantage 
in fighting your “Battle of To-Day.” 


THE GEO. WORTHINGTON CO. 
1829 CLEVELAND 1930 
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MARTIN JOHNSON Chooses 
Coleman”"Products 


for His Latest Trip in 


the African Jungles 


HEN Mr. and Mrs. Martin Johnson, famous 

hunters and photographers, recently left for 
a three-year adventure in Titean wilds, they went 
Coleman ipped! Even though tkey may be 
hundreds of miles from civilization ...deep in 
the jungle . . . the Johnsons will enjoy all the con- 
veniences of = service for lighting, heating 
and cooking. Thanks to Coleman Tanauiee, Radi- 
ant Heaters and Stoves. 


Those who saw the jungle pictures “Lion”, 
“Safari” and “Simba” will await the next Johnson 
films with interest. For on this new expedition 
they will record the “voices” of the jungle actors 
appearing in their wild life motion pictures. 


If you had to depend on African jungle trips for 
sales of Coleman Costa, it might not be a paying 
proposition. But right in your own trade territory 
there are hundreds of prospects for Coleman Pres- 
sure Gas Appliances. Practically every home in 
our locality can use at least one Coleman Device. 
alers everywhere now are finding it profitable 
to display the full Coleman Line and tell their 
customers how easy and economical it is to have 
city gas convenience the Coleman way. Ask your 
jobber, or write us. * 


THE COLEMAN LAMP & STOVE COMPANY 
General Offices: WICHITA, KANSAS, U.S.A. 
Factories: Wichita, Chicago, Toronto 











































































































Branches: Philadelphia, Chicago, eben: eet Mr. and Mrs. Martin Johnson 
I) Angeles | taking a brief rest before 
(FD8) their tent home“somewhere 
in Africa”’. 
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NOTHING LIKE THIS HAPPENS 














The merchant who owns 
his own business, either 
wholly orin part, deserves 
the whole-hearted support 
of every fair-minded man- 
ufacturer. His initiative, 
loyalty and leadership 
should be rewarded. 


Kd N hhaees 


PRESIDENT 
PITTSBURGH STEEL Co 








2919 


Adele ul 
Wi al ll 





The Customer: “I can 
sendaway and get that 
same pan for $2.39.”? 


WHEN YOU SELL 


Pilfsburgh Fences 


You can stock Pittsburgh Fence and give it your whole- 
hearted sales support without the haunting fear that 


the same fence will be offered through other channels 











at an unfair price. No one will say “I can get Pitts- 


burgh Fence cheaper.”’ 


Pittsburgh Fence is sold only through the regular 
channels of distribution. The Pittsburgh Steel Com- 
pany has always followed a policy of fairness toward 


its loyal dealers. It has never “‘straddled the fence.”’ 


(Pittsburgh Steel Co.) 


~—<_ Wy — ial 
Pittsburgh Fences 
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COMPLETE AUTOMATIC CONTROL 


Dont Overlook This New 


MYERS FEATURE sg, 


Myers’ refinements in water system construction her- 
ald a new era in water system service for the home or 
farm. Self-oiling, self- starting, self-stopping, automatic 
air and water control, usher in new standards of per- 
formance remarkable for simplicity, uniformity and 
economy. 





















Having those qualities which are essential to cus- 
tomer satisfaction, possessing those features which 2 
reduce sales resistance, Myers Water Systems, ames 
with style range for volume up to ten thousand ” t= 

gallons of water per hour, occupy a position i 4 









of leadership that is profitably desirable 
to those who are reaching out for more 
water system business. 










Complete 
Noi cereale Wha 


Volume Control F« 


Air BoundorWater 
Logged Tanks 


Eliminated 


kK Ce rds 









It will pay you to 
















No two water sys- 
tem installations are 
identical. Invariably, 
depth, source, power 
and volume differ. A 
sure and satisfactory 
solution to all such 
problems is found in 
Myers Water Systems 
—the line with de- 
pendable_ styles for 
any service up to ten 
thousand gallons of 
water per hour. 


Tz FE.MYERS & BRO.c. 


ASHLAND, OHIO. 


























become familiar with 
the scope of Myers 
Water Systems. Un- 
restricted sales possi- 
bilities —the founda- 
tion for increased wa- 
ter system business 
and profits—are easily 
within your reach 
when you have the 
Myers Line of Water 
Systems to support 
your efforts. 





f 


PUMPS | FOR EVERY PURPOSE -WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 
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rat a ~ 
A kink in a hose cuts off the water l 
| 4 as effectively as a valve, 
INKS make breaks and 


breaks destroy hose. For years people 
have been looking for a hose that wouldn’t 
kink,—a manageable, convenient, oblig- 
ing sort of hose,—one that would follow 
twists and turns and always provide an 
open waterway from the silcock to the 
most distant point of lawn, garden or 
garage. 

Bull Dog Cord is a moulded hose with 
tightly twisted and braided cotton strands 





vulcanized as an inseparable part of its 
wall. It is kinkless and the most flexible 
garden hose ever made. 

Steam lines and water mains need valves 
for purposes of shut-off, but they are not 
necessary or convenient in a length of 
garden hose. Any shut-off that is required 
can come either at the silcock or at the 
business end of the hose with the aid of 
the Boston Spray Nozzle. 

Stock Bull Dog Cord for your best trade. 














_productof’ THE BOSTON WOVEN HOSE AND RUBBER co. 


CAMBRIDGE, MASSACHUSETTS U.S.A 








HOSE "AS 


FLEXIBLE AS ROPE! 
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UT you can sell your custom- 
ers lock washers that do not 
tangle —Kantlinks. They save 
time, money and thick blue 
clouds of profanity. Kantlinks 
have greater holding power, and 
they do not rust. 
Up-to-date dealers are stocking 
the new improved Kantlinks in- 


stead of the old-fashioned lock 
washersthat comeoutin bunches. 

Specify Kantlinks on your next 
order for why should anyone buy 
lock washers that tangle when he 
can get better ones that don’t? 
For more information write to 
any one of the manufacturers 
listed below. 


Pittsburgh, Pennsylvania 


The National Lock Washer Co. 
Newark, N. J., Milwaukee, Wis. 





The American Nut & Bolt Fastener Co. 


Made and sold under license 
by the Kantlink Manufacturers: 


Beall Tool Co. 
East Alton, II. 


The Mansfield Lock Washer Co. 
Mansfield, Ohio 


The Reliance Manufacturing Co. 


The Positive Lock Washer Co. 
Massillon, Ohio 


Newark, New Jersey 2982 








KANT] [IN 





SPRING LOCK WASHERS 
DO NOT TANGLE DO NOT RUST 


THEY PAY THEIR ENTIRE COST IN TIME SAVED-SOMETIMES EVEN MORE: 
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| Chase Bronze Screen Cloth insures a 


_ double sales advantage—attractive appear- 








\ CHASE 


The mark that identifies good 


brass and copper products. 





NE customer wants screening with 
QO a bright (or natural) finish. But 
another likes a duller finish. That’s all 
right. You can supply both deniands 
with Chase Bronze Screen Cloth. 

Chase Bronze Screening cannot rust. 
It does not sag or bulge. Each wire is 
kept in place by deep crimps, which 
insure uniformity of mesh. 

Both finishes come in 14-, 16- and 
18-mesh, in all even widths from 18 to 
48 inches, and special widths of 54, 60, 
66, and 72 inches. 


CHASE BRONZE 


7 ance and year- after- year protection 


Chase Screen Cloth is shipped in rolls 
—no roll containing more than two 
pieces. Every wooden core is trade- 
marked with the Chase-mark. 


Order through a Chase 
Warehouse 

The 18 Chase warehouses are located 
to give complete and rapid service. 
And in practically every important city 
you'll find a jobber’s stock of Chase 
Screen Cloth. Also Chase copper tacks 
and Chase brass escutcheon pins. 


SCREEN CLOTH 


A PRODUCT OF CHASE BRASS & COPPER CO. — Incorporated — 


Waterbury, Conn. 


WAREHOUSES—New York . .. Boston . . . Newark . . . Philadelphia... Baltimore . . . Cincinnati 
Cleveland . . . Detroit... Chicago... St. Louis... New Orleans. . . Los Angeles... San Francisco 
Buffalo... Milwaukee. . . Minneapolis... Seattle... Oakland... (Also Uranch Offices in Pittsburgh and 
Dallas.) Canadian Rep.: W.E. Booth Co., Ltd.. Toronto, Oatario. Mills and Howe Office, Waterbury,Conn. 
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Our Quality is Superior 
to Our Competition 


E feel that we render the best ; a 
service to our trade and the E> 
ultimate user by producing |< >». 


the best Tubular and Clinch rivets that 
can be made. We have never attempted 
to meet competition by manufacturing 
our rivets to sell at a price. Weinvite ~ 
a comparative test of the driving and 
setting qualities of our rivets with 
those of other makes. 




























Pacific Coast Representative 
J. T. McDEVITT, 
Postal Telegraph Building, 
San Francisco, California. 


pproved / 


————by the keenest 
buying brains in the country 




















TUBULAR RIVET & STUD 
COMPANY 


BOSTON 























‘The largest 
factory in the 
world devoted 
to the manu~ 
facture of 
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Mr. Punch says, “This new %4” High Speed Drill will 
repeat the success of the 1700 R.P.M. No. 1051 Drill.” 








PAT.PENDING ‘WY 


Awores triumph in the electric 
tool field! Closely following the introduction 
of its very successful No. 1051 drill, Goodell- 

Pratt is now placing before electric tool users 
in many branches of industry a new high speed 
14” electric drill No. 1052 which sells for only 

twenty-five dollars! This drill is really many 
months old although it is just coming on the 
market. Many test drills have been “on the job’ under 
the most exacting conditions. 

Specifications. Motor — Westinghouse Universal type 
for alternating or direct current. Housing —Die cast 
aluminum. Speed—no load 4000 R.P.M. Chuck —all 

steel with three hardened jaws holding O to 14” round 
shanks. Switch — latest toggle type switch instantly con- 
trolled with the thumb. Handle —pistol grip, positively 
air cooled. Ribbed to give a sure grip. Weight only 414 Ibs. 
Goodell-Pratt Company, Greenfield, Mass.; 107 Lafayette 
Street, New York; 38 No. Clinton Street, Chicago. 


Full Ball Bearing Spindle 


For day after day service, the new Goodell-Pratt No. 1052 is in a class by 
itself. Full ball bearing spindle insures freedom from time wasting repairs. 














Capacity 3%” in wood and 14” in non-ferrous metals. With its light 
weight the No. 1052 becomes an instant favorite in the wood working 
and non-ferrous metal industries. It can be equipped with the 
No. 1110A Bench Stand at $3.00 (including 4” wheel and knurled collar) 
or the No. 1105 Drill Stand at $12.00. 


Other Goodell-Pratt Tools Are: 


eteT eI WHE Calipers, Steel Rules, Micro- 


Feeler Gauges, Hack 


PRATT ‘nig Ai and Frames, Glass 


Cutters, Automotive Tools, and 
Carpenters’ Tools. 
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to smash “‘Cheap-P aint 






Humbug’’ Competition! 


| SE the amazing truth of this 
Cost Chart — the fact that 


cheap paint costs $283.55 more than 
quality paint in five years and saves 
less than $4.00 on first cost. That's 
something to give you the big quality 
paint business of your community. 
Don’t be satisfied to be in the paint 
business in an ordinary way — get ex- 
traordinary selling support through 
the unusual Pittsburgh Dealer Propo- 
sition. Write for it today together 
with the booklet, “Swat the Cheap- 


Paint Humbug.” roe : 


ee 





ical cities 
th 






o~- Cost To Paint 
=, ThisHouse? 


fst. Grade Paint 
PD 1d.Grade 
300; painters aa dealers from50 typ. 


Give figures resulting in 
ese averages and comparisons: 


Ist.GradePaint } 2nd.GradePaint 


e This Chart 


Avorade§ 391 $270 70 &: Average 


AT Gallon 

Average 

Coverage 4 rere 

perGalion [3 405 att y perGallon 
i 

Beier 12% | 16% Sspinter 

00+40) Gallons ® Gallons (soo: +30) 


ree 14887 | 4500-0 

azss 14661! 46613 

Total 195.48 | i101 61 total 
a ee 


if ly*3.87 first com 


i 






PRP Sysaee Avera: 
Nerds Coverage 





But-how long will each job last? 


These same painters and dealers state 


‘sere Years! 2 Years 


Quality Pains i 
Hasts 2% Times 
longer 





1X$195. 48=/ 4 /2%X°191.61= 
$195.48 | (2191.61 


























PITTSBURGH PLATE GLAS 





































S CO. 


Los Angeles, Cal. 
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MASTER PAINTERS are depen- 


dent for their success in business 
upon skill, but also upon the quality 


of the paints they use. 


q Quality paints, too, are depen- 
New Jersey 


dent for their success as beautifiers 


and protectors upon certain charac- 
teristics which must be supplied by 
the pigments of which they are 


made. 
q@ That is why all paint manufac- 
turers use the Zinc pigments, Zinc 


Oxide and Lithopone. 


The New Jersey Zinc Company 


ZINC OXIDE AND “PAINT 
LBALITH iamapene 














A high quality 
Full Enamel 
Full Malleable 


Range at the 
= The Price Leader 
price of a hank allie 


: G rey ron Built Complete 
in this Plant— 
Malleable 


Castings, 














MALLEABLE 





ee 
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Enamel 
Parts, 
and All 














For 1930, Monarch offers three distinct series of ranges, cover- 
ing a wide price range. All three are full malleable . . . all are 
full enamel . . . and with the price leader shown above, they 
make a line that insures increased business and surer profits. 
Write for details or see us at your convention. 


MALLEABLE IRON RANGE COMPANY, BEAVER DAM, WIS. 































Model 7559-AFN made 
in full range of styles 
and sizes and in choice 
of white, Nile-Green, as 
illustrated or Ivory Tan. 








Model 7359-TFT Model 190-CW Model 290-DT 


The only complete line of Full Malleable 
Ranges for the Retail Trade made 
anywhere in the world 


There’s real beauty in modern enameled ranges... but mere beauty 
can never serve as a substitute for tight, rigid, malleable construction. 
In the Monarch, you find sound, honest, full malleable construction 
...and with it, perfect enamel in modern tints. That combination 
makes a range that fulfills every demand. 


MALLEABLE 
MALLEABLE IRON RANGE COMPANY, BEAVER DAM, WIS. 
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Another Big “Test Brush” Campaign 


To Increase Brush and £ 
Paint Sales This Spring £ 


Reaches 10,000,000 Readers of Saturday 


Evening Post, Collier’s, Popular 


Science Monthly—Hundreds 
of Your Own Customers! 


“FPRY this Wooster Test Brush— 
see what a difference a 
good brush makes—ASK YOUR 
DEALER.” That’s the message of 
the second Wooster “Test Brush” 
campaign, that will again help 
Wooster dealers increase brush 
and paint sales this spring. 


Tie-up with this big national cam- 
paign by placing the “Test Brush” 
advertisement in your local news- 
paper, and hanging a 25 x 30 in. 
jumbo print of the NATIONAL 
ADVERTISING in your window. 
It will pay you to identify your 
store as Wooster Brush head- 
quarters. Check and mail the 
coupon for complete directions. 


THESE FOLDERS WILL 
HELP, TOO! 


“Wooster Brushes for Every 
Paint Job” is the latest Wooster 
folder for brush buyers. It de- 
scribes good brushes—tells “how 
to paint” and “how to take care 
of a brush”. Send for a quantity 
to distribute to your customers 
and increase good brush sales. 


GET THE LATEST WOOSTER ,; 
SIMPLIFIED LINE CATALOG | 


You can select from this book 
and order from your jobber a | 
brush line that will help you meet 
competition in every price class. | 


Tue Wooster Brusa Co. 
WOOSTER, OHIO 
MAKERS OF GOOD PAINT BRUSHES FOR 79 YEARS 
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COUPON 











Foss Set bristies cant come out! 
Be sure to get 
a quantityofthese 
attractive folders. 











Please check 
items desired 


Name 


OO OO 


Newspaper mats of 


L 


“Test Brush” Advertisement 
25 x 30 inch “Test Brush” Poster 


Movie Slides 
Paint Can Stickers 





Address 


LJ 


Complete Wooster 
Brush Window 
Display 

Brush folders 

for your customers 
—Quantity 





__- Jobber’s Name___ 


Wooster 
Simplified 
Line Catalog 
Wooster 

LU Brush 
Selling Guide 
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BABCOCK | 


PRUCE LADDERS 


: Pimeten re 





~ 


=) 


Ladders That Sell Quicker 
and Last Longer 


All Spruce Air Dried retaining full strength of material 


Every ladder individually made, no machine made 


ladders 
All stock personally selected 


Ladders made to meet specifications of State Labor 
Boards and Commissions of different states 


Write for prices—today 


W. W. BABCOCK CO., Bath, N. Y. 











MURDPHY FINE FINISHES 


Famous for 65 years among architects, master painters 
and makers of products requiring a fine finish 














Da-Cote Enamel Brushing Lacquer 
Da-Cote Floor Enamel Univernish 
Da-Cote Varnish Stain Linoleum Lacquer 
Quick Velvet Enamel Muronie Enamel 
Transparent Spar Varnish Transparent Floor Varnish 
Transparent Interior Varnish 
op! RS co Airplane Super Spar Varnish Quick White Enamel 
e' 
_cnoo! P Ss ANDY ASS: MURPHY VARNISH COMPANY, Newark, Chicago, San Francisco 
° ost ’ 
i: woos 
ss 
ia ee ie ‘ 
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Long Mileage ! 


This catalog warrants your careful in- 
spection, since it will give you a definite 
idea why your trade will appreciate 


RUBRISTO Brushes. 


The average painter wants good 
brushes, since their “longer mileage” 
means long-run economy. These two 
things account for the high quality of 
RUBRISTO Brushes: (1) The carefully 
selected bristles; (2) The way in which 
the bristles are set in vulcanized rubber. 


The “split flag” of the hog bristles 
gives quality work and quick work. The 
way the bristles are set means that they 
will stay put until the bristles are abso- 
lutely worn down to the handle. 






MA Catalo > 


Write for our catalog and dealer proposition 


HANLON & GOODMAN CO. 


WANLOW 342 Madison Avenue 
COopmAN C9- 


NEW YORK 
Registered 8 
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"Bristlin is” with 








ALL-PURPOSE ... 


WOOD 
CEMENT 
CONCRETE 
LINOLEUM 
COMPOSITION 
HOME OR FACTORY 
Reduces Stock and Satisfies a Varied Demand 
QUALITY—PRICE—PROFIT 
Recommend Them 
Write for Color Card 40-BF and Prices 
Paint Sales Department 


JOSEPH DIXON CRUCIBLE 
COMPANY 


Est. 1827 


Jersey City, 
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I Libbey-Owens Glass is the only 
nationally advertised window 
glass. 


2 Customers ask for Libbey- 
Owens Glass by name—because 
consistent advertising has broad- 
cast Libbey-Owens’ superiorities 
to millions of people. 


33 Libbey-Owens Glass is carefully 
annealed to insure the absence of 
internal strains and brittleness. 


4M There is less breakage in trans- 
g 

porting, cutting, handling and 

glazing Libbey-Owens Glass. 


SOUND REASONS 
why Dealers Profit 
by handling LIBBEY 


OWENS 





© Libbey-Owens Glass is truly 
flat and without bow, resulting in 
a tight, snug fit when glazed. 


G Libbey-Owens Glass is excep- 
tionally clear and of rich, brilliant 
lustre, assuring an attractive 
installation. 


7 Every light of Libbey-Owens 
**A*? quality glass bears the famil- 
iar L/O label, for your protection 
and identification. 


& Libbey-Owens “A” quality glass 
is paper-packed to protect its bril- 
liant lustre. 


You will increase your profits by handling Libbey-Owens Glass. Leading 
glass jobbers throughout the country stock it. Put in a supply at once. 


LIBBEY-OWENS 


FLAT DRAWN CLEAR 


SHEET GLASS 


LIBBEY-OWENS GLASS COMPANY 
TOLEDO, OHIO 
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No. 42 DEADLATCH 





Can Now Be Retailed for #2.00 Each 


Brass Color Case to Harmonize with Brass Hardware 
‘Concealed Screws in Case and Strike 

Latch Bolt Can Be Deadlocked Against End Pressure 

Bolt has }/s inch Additional Throw When Deadlocked 


Here’s a real he-man lock, selling for just 25c more than Japan finish dead- 
latches and only 50c more than the ordinary Japan springlatches which have 
no deadlocking feature. € No. 42 Deadlatch has a Yale Five Pin-tumbler 
Cylinder... beautiful and lasting dull brass finish ... concealed screws -.. bolt 
can be deadlocked against end pressure ... by key from outside . . . or knob 
from inside... a knife blade inserted between door and jamb cannot force 
bolt back as can be done with a spring latch... bolt may be held back by 
hold-back lever. € Don’t let your customers buy just “a lock”. Ascertain the 
degree of locking security required and sell that Yale Lock which best meets 
the need, for the Yale line is complete —it pays to sell adequate security. 
There is an appropriate Yale Lock to reinforce the doubtful locks still in use 
on many doors. € Yale Locks and Hardware are sold by Hardware Dealers. 


THE YALE AND TOWNE MFG. CO., STAMFORD, CONN., U.S.A. 


Canadian Branch at St. Catharines, Ontario 


YALE MARKED IS YALE MADE 







Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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NET-WICK Poultry Fence Never ie 


Our new combination of mesh and gauge wire is reinforced so 
securely that no rail support is needed either at top or bottom 


to prevent sagging. 





Both Horizontal and Perpendicular wires are of the same FULL 
GAUGE. The former has just enough wave to allow for con- 
traction and expansion. 


The wire is made from best Open Hearth Steel—every operation 
from raw material to finished product being controlled in our 
own plant. The twist is complete—cannot be opened by un- 
winding with pliers. 


Galvanized before or after weaving. Put up in bales of 150 lin. 
ft., 2” mesh, in No. 19 or No. 20 gauge, 1” mesh in No. 20 gauge 
wire, in six inch widths from 12” to 72”. Backed by 50 years of 
experience. 


Our Other Products Include: 


Hexagon Poultry Netting aie Black Enameled 
: raywic 
Galvanized Herdware Cloth White Metal Finish 
and the following brands of Wickwire Premier 
Screen Wire Cloth: Wickwire Bronze 


Wickwire Copper 
Your Jobber will supply you. 








INCORPORATED 1892 


ESTABLISHED 1873 











wang ns 





HARDWARE AGE for FEBRUARY 27, 1930 


25 












as 








te 





TRADE MARK 





TESTER 





February 23rd to March 1 


Just a reminder: If you 
missed our previous ad- 
vertisement of the new 
Leader Shell Box— You 
will be especially in- 








TEN 12 Gauge 


LIWILAC QUERED) 


6 Gauge 


terested in this. 
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Leader Shells in the New Boxes of Ten Are 


Sure to Be Widely Popular 


The shooter will like Winchester 
Leaders in the new flat cartons of 
ten because they are handy to use— 
the box is just right to slip into the 
hunting coat pocket, And he will also 
like them because now he can carry 
Leaders in a wider variety of loads. 


You as a dealer will like them be- 
cause they will help you to sell more 
shells. They enable you to sell 
Leaders to ALL of your customers. 
And they eliminate the necessity of 
breaking a box of twenty-five to fill 
small orders. 


Light—flat—easy to handle—popular. 
Sold in 10, 12, 16 and 20-gauges, and 
in all standard loads. Order a case or 
more today—through YOUR JOBBER. 


312 


WINCHESTER REPEATING ARMS CO. 
New Haven, Conn., U. S. A. 


Broadway 
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Something New 


SELL MORE 


ATKINS CIRCULAR SAWS 


CURCULAR 
SAWS 


Atkins 
SILVER STEEL 
Circular Saws 
are in demand by 
users of power saws 
in your territory. 


Atkins New Circular 
Saw Display . Cabinet 
will increase your 
sales. 





Progressive Dealers Will Use Why Your Store Needs 
This New Atkins Selling Help This Silent Salesman 


At great expense Atkins have had experts Tt compels home workshop owners and 
design this new Circular Saw Display cabinet other users of saws to stop—look—and 


of double value. It attracts attention to your ve , os all 
stock of Atkins SILVER STEEL Circular oS 7 ae oy. 
Saws, and provides adequate space for stock- ee of sale and will reduce sales 
ing various sizes of small Circular Saws. resistance. 


¢ —_ 
Write today for details that will 
bring one of these aids to your store 
to sell saws- for small electrically 
driven and portable bench saws. J 


E. C. ATKINS & COMPANY 


Established 1857 : a i 
wo Home Office and Factory, 402 So. Illinois St, 7% Si#ver Stee! Saw People 
Canadian Factory 


zo Machine Knife Factory 
LANCASTER, N.Y. INDIANAPOLIS, INDIANA HAMILTON, ONT. 


BRANCHES 
ATLANTA MEMPHIS NEW YORK SAN FRANCISCO VANCOUVER, B. C. 























CHICAGO NEW ORLEANS PORTLAND SEATTLE PARIS, FRANCE 
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WHAT THEY SAY 


AUBURN, N. Y.—Have subscribed 
for HARDWARE AGE for 20 years. 
It is a wonderful paper. I rec- 
ommend it to hardware dealers 
whenever a new hardware store 
starts. 

(Signed) Stmtas Wm. AIKMAN, 
Salesman for Treman-King. 





CuHIcaGo, ILL.—Have been very 
much interested in reading Harp- 
WARE AGE since you have entered 
our subscription. I really think 
it is about the best hardware 
trade paper published. 

(Signed) THE CorBIN Screw Corp. 
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Turning prestige into 
PROFIT « “oN c 


Tue hardware merchant is indispen- 
sable to the progress of his community. His standing 
and prestige have a potential value that can be 
translated into profit...Why then should he push 
the sale of products made by manufacturers who 
sell to both the chain outlets and the hardware 
trade when it is possible to feature high quality 
products that are sold exclusively through hardware 
dealers?... Merchants who concentrate on products 
of character such as McKinney Hinges, McKinney 
Forged Iron Hardware, Garage Hardware or Pad- 
locks not only enhance their community standing, 
but they turn their prestige into profits. 


President 


McKINNEY MANUFACTURING COMPANY 


PITTSBURGH, PENNA. 


McKINNEY HARDWARE 
The Jewelry of the Home 


STRAP, T AND Butt-HINGES; Non-Morrtise ButTt- 


HINGES; McKINNEy Forcep Iron HARDWARE; Mc- 


KINNEy Locks; GARAGE HARDWARE AND PADLOCKS 


% 











NEW BUSINESS IN OLD HOMES 


NE of the largest and most profitable markets 
for the hardware industry during 1930 lies 
in the field of modernization. This includes 

not only industrial plants, commercial structures 
and municipal buildings, but it also takes in resi- 
dential buildings. It is a market which for the past 
ten years has been almost entirely neglected. 


According to the Home Modernizing Bureau of 
the National Building Industries, Inc., there are 
twelve million homes in the United States which 
need modernizing in one form or another. The 
average modernizing job costs approximately 
$2,000, which means that the potential modernization 
market totals somewhere around $24,000,000,000 ; 
a market equal to that of an average new home 
building program covering a twenty-year period. 
The average age of the more than twenty million 
homes in the United States is thirteen years. Hun- 
dreds of thousands of them are 20, 25 and 30 years 
old. The situation applies to approximately every 
town and city in this country. 


While it will take years to exhaust this market 
there was never a more favorable time to cultivate 
it. Thousands of home owners who would hesitate 
to build new residences might easily be persuaded to 
remodel their old homes, add new rooms, redecorate 
and install modern home equipment. Many of them 
could be induced to exchange their out-of-date hard- 
ware for more modern types. It is estimated that 
approximately 80 per cent of the back doors of 
American homes are equipped with locks which could 
be opened with ordinary skeleton keys. Many of 
them could be opened with a bent piece of wire. A 
safety campaign aimed at the back doors of Amer- 
ican homes would alone turn millions of dollars into 
retail hardware cash registers. 


Here are a few interesting facts which hold enor- 
mous posssibilities for business: 


At least two million homes within the areas 
served by central stations are not yet wired for 
electricity ; sixteen million homes are wired, but in 
twelve million of them the wiring is more or less 
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obsolete. In eight million homes the fixtures are 
obsolete. What a market for electrical appliances 
lies in the modernization of those homes? 


But that is only part of the story. In eight mil- 
lion American homes the bathrooms are obsolete ; 
nearly twelve million people living in cities of over 
10,000 inhabitants have no bathrooms at all. In 
hundreds of thousands of homes, on farms and in 
small towns, the family .washtub still serves for 
bath purposes. 


In addition there are several millions of kitchens 
where the equipment has outlived its usefulness, and 
other millions in which there are few, if any, modern 
conveniences. There is a good spring business for 
practically any hardware man in the mere moderni- 
zation of the kitchens of his community. It is an 
easy. market to cultivate since it yields readily to the 
pressure of pride. 


As to the market for paints, varnishes, brushes 
and similar lines, it fairly staggers the imagination. 
We have personally seen comparatively small-trade 
territories where a million dollars could profitably be 
expended for outside painting alone. A few key 
customers induced to repaint their homes and out- 
buildings, would start a wave of repainting. Once the 
buildings were repainted, contrast and suggestion 
would induce the majority of the owners to redec- 
orate the interiors. One of the -biggest wastes in 
distribution is that reflected in the neglect of retail 
merchants to push sales of needed merchandise. 
Under present conditions economy is a magic word, 
with which to conjure sales. Surely it is not diffi- 
cult to prove that conservation of property is true 
economy. 

In going out actively for business in the moderni- 
zation field the hardware man can materially aid the 
national program of business stabilization. He can 
create new business in old homes. He can add to 
the convenience, comfort and happiness of his cus- 
tomers. He can help to increase property values 
and aid employment. In addition he can turn his 
normally quiet seasons into busy, profitable periods. 
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OMAN’S natural 
instinct for neat- 
ness, order and 


cleanliness is strongly re- 
flected in the Heller 
hardware store on Valley 
Road, Montclair, N. J. 

A practical - minded 
woman, having with her 
brother purchased this 
retail business, building 
and adjacent property as 
a real estate investment, 
is now applying her 
knowledge of women’s 
likes and dislikes to the 
merchandising policies of 
this old established busi- 
ness. 

When Mrs. L. M. Sadler bought the Heller store, 
she realized it was a man’s establishment. It did not seek 
business from the thousands of women who throng the 
streets of this surburban city. The Heller store was still 
the man’s hardware store that Peter J. Heller founded 
many years ago and had carried on successfully with 
farm implements as his leading line. 

Mrs. Sadler realized that women buy most of the 
merchandise which the present-day hardware store sells. 
She also believed that to successfully sell women, a store 
must appeal to their instinctive tastes and desires. 

So, with the aid of Royal Margeson who had been a 
valued assistant of Mr. Heller’s for fourteen years prior 
to his death in 1925, Mrs. Sadler supervised the re- 
arranging of the store and the freshening of the stock. 
Cases and fixtures that had once been “modern” were 





These photos show the Heller store before and after its modernization 


replaced by open top display tables and wall sampled 
panel boards. New lighting fixtures were installed, 
aisles were widened and obsolete stock sold at bargain 
prices. Price tags and stickers were made for all items. 
In fact, the initiative of Mrs. Sadler, coupled with the 
experience of Mr. Margeson, resulted in a new Heller 
store, blossoming out within the walls of the old building. 

Housefurnishings, tools and paint are now promi- 
nently displayed. Some of the fixtures are products of 
W. C. Heller & Co., Montpelier, Ohio. 

Hardware men may have already surmised the con- 
nection between this store and a manufacturer of hard- 
ware store fixtures. The Heller hardware store is the 
birthplace of the fixture business. 

W. C. Heller, son of P. J. Heller, conceived the idea 


(Continued on page 51) 


Modernizing 
a Hardware 


Store ~a A&A « 
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Carrying ONE LINE of 
Quality BRUSHES Brings 
Profitable RESULTS — 


tained through the use of good paint, applied with 

a good brush. The novice painter may contend 
that, ‘‘any old brush is good enough,” but master painters 
realize that a good brush is an essential tool for a per- 
fect job. Frequently, an otherwise perfect job has been 
completely spoiled through attempting to use either a 
cheap brush. or a brush of improper type for the par- 
ticular task. 

Through concentrating on one single line of quality 
brushes the hardware merchant strengthens his position 
immeasurably with all users of paint brushes. This 
policy enables the store to have a complete assortment 
of one brand, which will fill every requirement and 
permits the sales force to become thoroughly familiar 
with every number in the line. Through sponsoring the 
one line, it is far easier to build a 1eputation for quality 
brushes, than if a miscellaneous assortment consisting 
of several different brands constitutes 
the brush stock of the store. 

In recent years, merchandising ex- 
perts have continually emphasized the 
.fact that controlled stock is the answer 
to most problems involving hidden 
losses. The far too prevalent practice 
of buying here, there and everywhere 
is conducive to a disordered, cluttered 
up paint brush stock ; the very appear- 
ance of which, is almost repulsive to 
customers. Patrons in this era are 
judging stores more and more by out- 
ward and inward appearance. The 
“odd lot” store, which displays a 
variety of broken lines of the same 
types of merchandise, cannot help but 
create an unfavorable impression on 
the minds of store visitors. Confusion 
usually reigns supreme in such stores 
and store visitors are mentally repulsed 
at the very obvious signs of disorder 
and inefficiency. 

In contrast to stores of the type 
described in the preceding paragraph, 
picture the modern store that practises 
stock control and concentrated buying. 
An impression of order, efficiency and 
progressiveness registers a favorable 
impression on the minds of customers. 


FF ase teroass in painting any surface is only at- 





Window displays beckon silently, yet 
forcefully and appealingly. Interior 
displays feature neatly arranged 
lines of one brand, in a manner 
which compels attention. Instead of 
odd lot, off quality, marked down spe- 
cials that confuse buying judgment 
and lower the stores standards for 
quality, the customer sees a carefully 
selected stock in orderly display. Store 
visitors are at once impressed with the 
thought that here they will find quality 
at a sensible price. 

Concentrated buying, together with the efficient control 
of stocks, are two fundamental factors, which are essen- 
tial to profitable retail merchandising under present con- 
ditions. Stock control through concentration on one 
single quality line solves the problem of hidden losses 
in many ways: 1—It reduces the danger of overbuying 
through duplication. 2—It increases turnover on capital 
investment. 3—It saves valuable display space, so that 
other profitable lines can be stocked and given more 
prominence. 4—It reduces the cost of advertising. 5— 
It minimizes the problem of odd lot merchandise and 
broken stock. 6—lIt eliminates self-competition. 7—It 
cuts down office detail by reducing the number of mer- 
chandise accounts to one source of supply. 8—lIt builds 
reputation for the dealer. 

Quality in paint brushes is a builder of good will, 
while poor brushes often foster ilf will in the user’s mind. 

It is always a temptation for a dealer to take advantage 
of some special offered to him at an attractive price. 
However, in most instances, the resultant cluttered up 
stocks, too large an inventory and no standard. well 
selected line of merchandise, with which the sales force 
can become thoroughly familiar, offsets the immediate 
gain of a cut price. When the merchant confines his 
purchases to a single line, it is then of such proportions 
as to command respect and justifiably entitles the mer- 
chant to special consideration. Better terms are often 
granted and jobbers and manufacurers are more willing 
to extend full cooperation in advertising and merchan- 
dising. The merchants patronage is worthwhile under 
such conditions which makes for a generally more sat- 
isfactory arrangement. In other words, the dealer is 
thus enabled to sell more goods at a better profit, which 
should furnish reason enough for a similar policy. 




















Thirty-six sets of doll furniture were painted in as many different color combina- 
tions and are very effective sales aids, says Flato. Some of the toy furniture has 
been used in the window display reproduced here. 


FLATO’S SAID 


“ASK HER HOW” 


AND THEY DID! 


By THEODORE P. FLATO 


Flato’s, Inc. 


S every good hardware man 
knows, the vogue for color in 
the home, especially in the 

kitchen, has made the household 
paint business of such tremendous 
importance that many dealers now 





find it the most profitable line in 
the store. Fortunately, this wide- 
spread color-consciousness came at 
a time when chemists in the paint 
industry gave us the new quick- 
drying enamels and lacquers for 
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home use. It became so easy for 
people “to make old things look 
like new” with the modern finishes, 
that thousands of them became 
enthusiastic amateur painters almost 
over night. 

When we at Filato’s decided to 
aggressively build up our paint de- 
partment, this was the situation: 
Paints had always been a minor line 
with us. An assorted stock of 
stains, paints and enamels from six 
different manufacturers, was mixed 
up on the shelves with hardware, 
garbage cans and stone crocks. 
Brushes were sampled on ordinary 
hardware stock boxes. There was 
no distinctiveness, no beauty and no 
uniformity. It was wrong, wrong 
from every conception of modern 
merchandising. 


>... new department was very 
carefully planned, the plans being 
divided into four headings, (1) 
Stock, (2) Arrangement, (3) Sales 
Department, and (4) Sales Promo- 
tion. The methods we used in each 
of the four divisions to build up our 
paint volume is described in the fol- 
lowing paragraphs, while the most 
important sales media used in the 
promotional campaign are shown in 
the accompanying illustrations. 

(1) Stock—It is an old story that 
when a firm concentrates its buying 
on a major line like paint it means 
better discounts, quicker turnover 
and easier stock control. A year 
ago we were buying from six paint 
concerns; now we handle one well 
advertised line almost exclusively. 

The same condition existed in 
paint brushes. We had everybody’s 
brushes, job lots, close-outs, good 
brushes, poor brushes and some that 
we didn’t know whether they were 
good, bad, or indifferent. Now we 
are sticking to one reliable, guaran- 
teed line of regular numbers that 
we fill in whenever we need them. 

So much for stock. We merely 
realized that we never could have 
built up a substantial paint and 
brush volume with a helter-skelter 
stock, so we simplified our depart- 
ment by concentrating our purchases 
with a few dependable concerns. 

(2) Arrangement — Since our 
paint business deals almost entirely 
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with household trade, 
mostly women, it was ad- 
visable for us to make 
the department especially 
appealing to the eye. 
F Shelving was especially 
: built in a prominent 
corner of the store to 
accommodate our paint 
stock. The fixtures were 
enameled in an attractive 
color combination of 
gray, orange and black. 
In the center of an at- 
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tractive linoleum rug we eit HE #f 
placed a table and two Hit HH EE 
fiddleback chairs finished “ites i a 






with our rapid drying 
enamel. Color cards 
were arranged on the 
table. The whole depart- 
ment looks immaculately 
clean and distinctively 
attractive. 
Brushes are 
laid out on an 
open display 
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You may take advantage of any or all of 
the special offers advertised by simply pre- 


BOWNES MOTOR CAR ENAMEL 
Makes old cars look like new. Durable high- 





For furniture, floors and automobiles. Quick’ 
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CROW BLACK ENAMEL 





A paint that goes on easily and covers well. 
Popular priced, yet of good quality Regular 
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150-152 Harvard Ave. 








make The 
from-30c. to $2.10, depending on the amount 
bought. 





The Store that Wants You to be Completely Satisfied with Every Purchase 








and arrangement 














couldn’t be im- 








proved much 
more, we looked 
around for someone whom we 
thought would be able to manage 
the department better than we 
could do so ourselves. We wanted 
somebody to whom our customers 
could look up to as a dependable 
authority on painting problems. 

Miss Eva Bourque, formerly a 
traveling demonstrator for a large 
paint manufacturer, was placed in 
complete charge. She made an im- 
mediate hit with paint customers 
and created a great deal of business 
that would not have been so easily 
obtained by a male clerk. 

(4) Sales Promotion—Without 


some sort of “ballyhoo,” it would 
probably have taken some time for 
our townspeople to realize that 
Flato’s is the place to buy paints for 
every purpose. How else could we 
tell the world what a wonderful 
paint department we had? 
Fortunately, we hit upon the idea 
of a “Free School of Painting.” 
This simply meant that everybody 
was invited to step in and ask Miss 
Bourque how to paint anything from 
a kitchen chair to a battleship. Ten 
thousand flashy circulars were dis- 
tributed house to house, describing 


Both sides of mailing pline used by Flato’s with gratifying results. 


the opening of the school and of- 
fering (with a coupon) a free paint 
brush with every can of paint pur- 
chased within the next 15 days. 
Included in the circular was a write- 
up of every important item in the 
line with a few special bargains 
thrown in for good measure. The 
results were wonderfully gratifying. 
During the first four weeks of the 
Campaign 74 per cent of the busi- 
ness done in the store was on paints, 
brushes and sundries! The usual 
proportion was about 12 per cent 
prior to our campaign. 











EOPLE talk a great deal about the romance of in- 

dustry. For some of us the manufacture of a com- 

modity requiring cocoanut oil takes on a romantic 
tinge because it conjures up the picture of a tropical 
island. Still others find the true romance of the mind 
in comprehending the orderly evolution of an industrial 
process itself rather than some especially colorful aspect 
of it. For such as these, this story of the manufacture 
of varnish will prove as thrilling as a novel of adventure 
to those who look for romance in more obvious places. 

Nor need the practical conversion of the raw mate- 
rials into finished varnish products be ignored in stress- 
ing the romantic possibilities, for the hardware dealer 
who understands both is best equipped as a salesman. 
His appreciation of the picturesque aspects of the sub- 
ject enable him to talk to his customers about varnish 
with enthusiasm, and his practical knowledge of the 
manufacturing process makes his discussion of it intel- 
ligent and authoritative. 

There are four kinds of varnish: oil, spirit, cellulose 
and natural. For the purposes of this article, though, 
only oil varnish will be discussed. Spirit varnish we 
know as shellac and dammar and cellulose as lacquer. 
Natural varnish, used by the Chinese and Japanese for 
their beautiful lacquer finishes is not a manufactured 
product. The fundamental ingredient of oil varnish is 
gum of one kind or another. These gums are the fos- 
silized exudations of ancient trees. Originally soft, in 
the course of centuries they have become hard, brittle 
and lustrous. These gums come from all over the world 
and the story of how they are procured is one of true 
adventure. Kauri comes from New Zealand; Animi 
from Zanzibar; Angola from the Congo; from West 
Africa and Pontianac certain copals and Manilla gums 
from the Dutch Indies. Other things being equal, the 
highest grade varnishes are made from the palest gums. 

Now, however, most modern high-grade tung oil var- 
nishes contain more rosin than fossil gums. This is the 
chief contribution of tung oil—that it has made possible 
the production of the highest grade of varnish with rosin, 
just at the time when the hard gums were growing scarce 
and high. 

The forte of varnish is to preserve wood and iron 
and beautify them. Aside from this its transparent coat- 


OW VARNISH 


by BERTHA ANNE HOUCK 


Fifty to one hundred and twenty pounds of gum or rosin 

are crushed to a moderate size and melted in these metal 

kettles. Oil is then added and the two ingredients cooked 
until they mix. 





In the thinning room, turpentine or other volatile 
solvents are vigorously stirred, in small quantities, into 
the hot mixture of oil and rosin. 


ing allows the original surface to show through, a very 
desirable factor in the case of beautiful wood and iron 
work. Since turpentine is its volatile solvent, varnish 
evaporates slowly, leaving a soft oil resin film, which 
subsequently dries by absorbing the oxygen from the 
air. 

Oil is the third ingredient of varnish. It is generally 
linseed oil and tung oil, commonly known as China wood 
oil, although other varieties may be used. 


: HE prucess of manufacturing the varnish starts with 
the operation of crushing the gum to a moderate size. 
Fifty to one hundred and twenty pounds of it are then 
put into a varnish kettle made of copper or aluminum 
or nickel alloy. The kettle is wheeled over a glowing 
mass of coke or an oil burner in a fireplace. The fire 
almost but not quite touches the bottom of the kettle. 
A loose lid is placed over the kettle top and a slender 
rod, with which an operator stirs the melting mass, is 
inserted through a hole. When resin is heated to a 
temperature of about three degrees centigrade, all the 
lumps disappear, and the mas liquefies. This process 
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takes approximately half an hour. By the time the gum 
has melted it has lost from ten to twenty-five per cent 
of its weight, which has escaped in the form of a pun- 
gent, highly inflammable vapor. An opening in the lid 
of the kettle cover allows it to escape, drawn up the 
chimney by suction so that it does not come in contact 
with the fire and ignite. 

After the kettle has been removed from the fire it is 
allowed to cool a little before the oil, heated to three 
hundred degrees centigrade, is gradually added and 
stirred thoroughly. The mixture is then put back on 
the fire, for while the two ingredients appear to be 
mixed, actually they do not become permanently so until 
they are cooked. A test is made frequently by putting 
a few drops of the hot liquid on a piece of clear glass. 
If the drops are cloudy, the cooking process is not yet 
completed. When they show clear, the mixture is re- 
moved from the fire, taken to a shed where there will 
be no danger of conflagration, and cold turpentine or 


In the filtering room with its battery of filter presses 
the finished varnish is strained to remove dirt. 

















other volatile solvents added. As the resin and oil are 
still above the boiling point of turpentine, some of it at 
first goes off in an inflammable, gaseous form. The 
mixture is stirred vigorously while the turpentine is 
being added in small quantities. 

When the thinner is mixed with the oil and gum in 
approximate proportions of twenty-five gallons of tur- 
pentine to eight gallons of oil and a hundred pounds of 
resin, the varnish is filtered to remove dirt and pumped 
into storage tanks, where it is left to mature. 

If varnish is “undercooked” it will take less than the 
normal amount of thinner. In this state it contains a 
larger proportion of non-volatile matter and will dry 
to a harder film of more than usual thickness. Also, 
the drying time will be longer, as it takes the thicker 
film more time to absorb enough oxygen to harden it. 

On the other hand, if the varnish is “overcooked,” it 
takes a larger amount of thinner and dries more quickly, 


GETS ITS VIRTUE 


with a thinner film. A very desirable feature of var- 
nish for. many purposes is its light color, and since over- 
cooking darkens it, undercooking would seem to be the 
lesser of the two evils, especially as the thinner is not as 
expensive as gum and oil. However, undercooked oil 
and rosin are not very thoroughly combined, and they 
may separate when exposed to the air and sunliglit. 
Obviously, overcooked varnish is not satisfactory because 
the film is so thin as to make it less permanent. It may 
easily be seen, then, that the best varnish is made of 
carefully prepared oil, and pure, clean, pale, hard rosins 
thoroughly combined by just the right amount of cooking. 

As every hardware dealer knows, different kinds of 
surfaces require, in each case, the special type of varnish 
which has been prepared to protect them adequately. 
Some knowledge of how varnishes differ to meet a variety 
of preservation requirements will help the hardware 
dealer to handle such a case as that of the wealthy old 
gentleman who went into a hardware store to buy var- 
nish for his motor boat. The most expensive marine 
varnish seemed too cheap because he believed that get- 
ting the best meant paying the most. Piano varnish was 
more expensive, so he bought it and put it on his motor 
boat, with the result that its protective qualities were 
exhausted in a month, although it would have lasted 
for twenty years on a piano. Piano varnish is not an 
outdoor varnish; especially, it is not a salt-water var- 
nish. 

Floor varnishes, which are tough and elastic and made 
to withstand wear, are not necessary for woodwork. 
Woodwork varnish does not have the wearing qualities 
which make it suitable for a floor finish. The hardware 
dealer who satisfies his customers is one who can help 
them to select the type of varnish best suited to their 
needs, and who can recommend its use on a knowledge 
of its ingredients and*preparation. 


The carefully prepared varnish is pumped into these 
storage tanks, where it is left to mature. 























know what paint, 


WHAT DO 


YOU KNOW 


% 
“ T WONDER if you ABO | PAI N ten important pig- 
ments are used in or- 


which you see used 
everywhere around 
you, consists of. Prin- 
cipally, it consists of 
a pigment and a ve- 
hicle. The pigment is 
a powder of some 
highly insoluble ma- 
terial, such as colored 
compounds of lead, 
iron, and the like, 
ground to an extreme 
degree of fineness. 
Such a powdery sub- 
stance of the proper 
tint is what many wo- 
men put on their faces, 
to supply a becoming 


white lead is made? 


ing article. 





Merchants selling paints should be fortified 
with real paint facts, in order to intelligently 
merchandise this product. The well-informed 
dealer capitalizes on his knowledge, with the 
result that customers seek his advice and opin- 
ion on painting problems. Are you prepared 
to explain why linseed oil is the most efficient 
paint binder procurable? Can you explain how 


Simple, but authoritative replies to the above 
paint queries are set forth in the accompany- 


dinary house painting. 


“ The most important 
of these is white lead, 
which is a derivative 

€ of metallic lead, just 


as zinc white, another 
important white pig- 
ment is made from 
metallic zinc. To get 
almost any shade de- 
sired for a house, it is 
necessary to add only 
a very small propor- 
tion of colored pig- 
ment to white paint. 
The color pigments 
commonly used are 
blue, yellow, green, 
red, brown, and black. 








color. Used in this 
way, it is one of the 
oldest kinds of paint of which we have any record 

“But you can’t use this powdered pigment in painting 
a house, because it won’t stick on. It sticks to the girl’s 
face because of the oil in her skin, or through ordinary 
cohesion. You can mark with chalk on a blackboard, 
but you can easily rub it off. Ground chalk would be a 
pigment, and you could cover your house with it; but it 
would not stay there. 

“Now if we mix the chalk with linseed il, the mixture 
will stay on the house very much longer than the chalk 
would by itself; and if proper selection of the powder 
or pigment to be used with linseed oil is made, we can 
keep the surface of the house covered a still longer time. 


{i HE thing that makes a pigment stick to the house 
is the liquid portion or the binder (paint men call it 
“vehicle” ), and this is most often linseed oil, which comes 
from flaxseed. There is a particular reason why linseed 
oil is used. 

“When you spread paint out into a film, it is about one 
five-hundredth of an inch thick. The linseed oil in this 
film has the peculiar property of being able to absorb 
oxygen from the atmosphere, so that the oil itself is 
changed into a tough, leathery material not at all greasy 
to the touch. Thus changed, by a natural chemical 
process, the oil acts as a cement to hold the pigment in 
place, and makes a protective film over the surface. 

“From seeing houses painted so many different shades, 
you may have gained the impression that hundreds of 
different pigments are employed. However, only about 


One per cent of a suit- 
able color pigment added to white paint, gives a light 
tint, 5 per cent gives medium tones; and not more than 
from 10 to 20 per cent is required even for dark colors. 

“White lead is the very oldest light-colored paint we 
know anything about. It was mentioned by the Greek 
general, Xenophon, who wrote some 400 years B. C. 
One of the general’s newly-married friends told his wife 
she was the most beautiful girl he had ever seen, with 
lovely features and a most graceful figure, but he pro- 
tested against her wearing high heels and using white 
lead on her face! 

“Way back there in the pre-Christian era, white lead 
was made by putting vinegar in a jar, then some twigs 
to support the layers of lead above the vinegar. After 
the lead was placed on the twigs, the jar was covered to 
keep out the dirt, and buried in stable manure. The 
manure fermented, produced a gentle heat, and also 
carbonic-acid gas. 


W HEN the jar was opened after a considerable 
period, the lead would be corroded, under the influence 
of the heat and gas. Thus, a large proportion of the lead 
would be changed into a fine white powder, which could 
be purified and used as a pigment for paint. 

In the process used today, the essential piece of appara- 
tus is a jar or pot to hold the lead. This pot is of hard, 
strong earthenware, 10 in. high and 6 in. in diameter, 
the lower 3 in. being smaller than the upper part. Thus 
there is a flat shelf at the bottom of the upper and larger 
part of the pot, and this shelf takes the place of the 
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twigs used in earlier days to support the layer of lead. 

“The building where the work is done is called the 
“stackhouse.” This is about 30 ft. in height, and has a 
central passageway wide enough for a truck. On each 
side of the passage are compartments about 20 by 40 
ft. in area. 

“First, about 2 ft. of spent tanbark, the waste of a 
tannery, is spread over the floor of each of these com- 
partments. This is sprinkled with water and made com- 
pact. The pots are then placed on the tanbark, close 
together, with the exception of a margin of about 15 in. 
all around next the walls. This space is filled with more 
tanbark as insulation. 

“As the pots are put in, a man pours into each, from a 
hose, a half pint of acetic acid, about half as strong as 
table vinegar. Another man fills the pots with lead 
plates, which have six or eight holes in them, so that 
the air can circulate freely. When all the pots are filled, 
boards are laid over them. Then 15 in. of tanbark is 
laid on. Above this is put another layer of pots, and so 
on. Thus the stack is “set.” 

“The moist tanbark ferments, giving-off carbonic-acid 
gas, heating the stack to a temperature of 160 to 180 
deg. Fahr. The heat causes some of the acetic acid, or 
vinegar, to vaporize. This attacks the lead plates, and 
in about three months the skeleton of these plates is 
covered with the fine powdery substance we call white 


lead. After cleansing processes, the purified material 
is either packed as a dry powder or ground into a paste 
containing about 8 per cent of linseed oil. This is 
packed in steel containers for the market. 

“You can buy paints as dry color, colors-in-oil, or 
ready-mixed paints. 

“Only the professional painter, who has been trained in 
their use, can handle dry colors properly. Colors-in-oil, 
or paste colors, are ground through a mill with enough 
oil to make a paste. They are thus intimately mixed with 
oil when you get them, and they can easily be added to 
other paint mixtures, or thinned for use by themselves. 
But remember, when thinning paint, that a pint of tur- 
pentine thins a batch as much as a quart of oil does. 

“If, for either exterior or interior work, you are mak- 
ing up a tinted paint by a formula, never put in at once 
the entire quantity of color called for, as colors-in-oil 
vary in strength. Put it in gradually, and test the 
color, as I have described, until it comes just right. 

“New work should generally receive three coats of 
paint. These are called priming, body, and finishing 
coats. The priming coat is of great importance. It 
should fill the pores of the wood, seal it up, and furnish | 
a solid base for the next coat. You should make a prim- 
ing coat with much oil and a little pigment; for there 
must be more oil than the wood will absorb, or there 
will be none left to bind the pigments together.” 


*Extract from an interview with Dr. A. H. Sabin, as reported by M. K. Wisehart in The American Magazine. 
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Activities of Save the Surface 


Paint, Varnish, Lacquer, Enamel and Allied Industries 


Organization Chart—Save the Surface Campaign "4 
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Campaign Shown by 
Organization Chart 


A chart of activities that will be interest- 
ing to everyone in the paint and varnish in- 





dustry is that of Save the Surface Campaign soe pele ian 
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first time. 

There are many in the industry who feel 
that the campaign is a purely national co- 
operative advertising organization. <A 
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and their work 
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glimpse of the chart accompanying this ar- 


NATIONAL 
ADVERTISING 


EDITORIAL TRADE & SALES FILMS AND FINANCIAL SLOCAN 
c PROMOTION EXHIBITS SOLICITATION PROTECTION 
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but one of the many-sided activities. Sup- —— as mamas’ | | reerecnon 
plementing this advertising is the work of — : 
the editorial service, trade and sales promo- coormanee Rendall 


tion, films and exhibits, financial solicitation 
and slogan protection sub-committees, all of 
which go to make up an effective organiza- 
tion. 

Another item shown very clearly by the 
chart is that the campaign is a part of the 
American Paint and Varnish Manufacturers 
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Association, Inc., by being a section of the 
Educational Bureau of that organization. 
So that the entire industry is represented in 











the work, representatives of all units in the 
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Horseshoe Brand Brush Display 


A new brush display for dealers has 
been perfected by the Brush Division of 
the Pittsburgh Plate Glass Co., located in 
Baltimore, Md. It is a panel of rigid steel 
measuring 38% in. high by 28% in. wide. 
The panel has brackets for sixteen dif- 
ferent types of brushes. 

The panel shows the retail price of every 
brush displayed. It is so designed as to 
enable the customer to remove the brush 
he selects from the board. This panel, 
which is red and grey with black trim- 





mings, displays the name of the brush and 
the manufacturer’s name. 





Store Front Color Schemes 
Are Suggested 


In accordance with the increasing at- 
tention now being given to the design and 
color of modern shop fronts, the Du 
Pont Home Decoration Service has de- 
veloped color schemes for store fronts 
which wi!l aid in giving a more attrac- 


tive appearance without remodeling. 
Among these suggestions are the follow- 
ing : 


Black trimmed in Aluminum; Jade 
Green trimmed: with Cream; White, 
Cream and Jade Green; Straw Yellow, 
White and Dark Green; Holland Blue 
trimmed with White; Fawn, Cream and 
Oak Leaf Brown; Cream and Patina 
Green; Dark Brown, White and Crim- 


son. 


U. S. Public Health Service 
Advises Flat Paint in Schools 


In a current bulletin on sanitary condi- 
tions in school buildings, the United States 
Public Health Service makes this state- 
ment of interest to dealers selling paint: 
“To provide the best light and to avoid 
glare is the ideal plan. The walls of the 
school rooms should therefore be covered 
with a flat paint. A light buff or cream 
color is desirable. The ceiling should be 
flat white.” 





Dealer Profits on Sale of 
Turpentine Containers 


Hicks & Watts, in Rockville Centre, 
Long Island, N. Y., makes an extra profit 
on many turpentine sales. When a cus- 
tomer desiring turpentine does not provide 
a bottle or can, this retail dealer sells them 
such a container for 25 cents. It is agreed 
that the 25 cents will be refunded when 
the bottle is returned. However, experi- 
ence has proved that very few bottles are 
ever brought back to the store. 

As the containers cost Hicks & Watts 
about 10 cents each, the wide margin of 
profit amounts to an attractive figure each 
month. . 


Exhibit at Clean Up and Paint 
Up Headquarters 


R. A. Plumb, chairman of the National 
Clean Up and Paint Up Campaign Com- 
mittee, has extended a general invitation 
to the members of the industry to visit 
the National Clean Up and Paint Up 
Campaign Bureau, 310 East Forty-fifth 
Street, New York City, to inspect out- 
standing exhibits of the results of the 
Clean Up and Paint Up Campaign which 
have been loaned by Chambers of Com- 
merce and Boards of Education for dis- 
play for a limited period. 

R. W. Emerson, executive secretary of 
the National Clean Up and Paint Up 
Campaign Bureau will welcome the op- 
portunity to show the exhibits to visitors. 





NEW SAVE THE SURFACE WINDOW DISPLAY HAS UNIQUE APPEAL 


What has been described by experts as 
the most powerful and commanding win- 
dow display ever prepared by Save the 
Surface Campaign, will be ready for de- 
livery March 1. Already a large num- 
ber of orders have been received. This 
display was created to be more than an 
attractive center piece for the dealer’s 


window; it has been designed to dominate 
the entire window. And this it does. 
There are nine pieces in the display, in- 
cluding a handsome house whose gables, 
gates, etc., are not printed on one plane 
but are actually separate pieces. In ad- 
dition there is a painter in the foreground 
pointing to the house with a brush in his 


hand and paint and varnish under his arm. 
The display as shown below costs $1.65. 

One dealer who saw the display said: 
“The price is negligible considering the 
potency of its selling appeal.” Orders 
should be sent to Save the Surface Cam- 
paign, 18 East Forty-First Street, New 
York, N. Y. 
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Night Skating Increases Sales Possibilities 


NTERPRISING hardware merchants in many 
localities have a splendid opportunity to build 
good-will and at the same time build sales through 
sponsoring artificial outdoor ice skating rinks, equipped 
with flood lighting facilities for night skating. In the 
smaller cities and towns a centrally located lot of ample 
size for skating can be procured for the skating season 
at little or no cost. Other expenses incurred in such a 
project are also negligible when results are considered. 
A temporary retaining wall of boards or dirt can be 
easily erected and the plot then flooded with a fire hose. 
Flood lights or other means of illumination serve to 
make the outdoor rink attractive to skaters after dark. 
It stands to reason that the more conveniently located 
the rink is to the largest number of people the more 
people will take advantage of the skating opportunity 
and the more skates and other equipment for ice sports 
will be sold by the dealer. The same is true of a lighted 
rink. Many people who do not have the chance to skate 
during the daylight hours would skate at night if they 
had the opportunity to use a handy and well lighted out- 
door rink. A nominal fee could be charged for the 
skating privilege if the merchant felt that increased sales 
would not compensate him for the expense occurred by 
the project. If the merchant desired to make skating 
available without charge, a large sign could be erected 
on the rink to the effect that “The Blank Hardware 
Company, who provided this rink for the use of skaters 
carry a. complete line of ice skates, hockey equipment and 
winter sporting goods.” 
In the accompanying photograph the ice skating rink 


of Union College, Schenectady, N. Y., is shown. In 
this particular case the rink is 119 feet wide and 190 feet 
long, being of such size that it is used in the summer 
season for four tennis courts. Five 25-foot steel poles 
are used on each side of the rink to mount the floodlight 
projectors. The installation, totalling 26 floodlights, 
gives an average intensity of about eleven foot-candles 
on the rink, providing plenty of light in which to play 
such a fast game with such a small object as the hockey 
puck. For ordinary skating such an elaborate lighting 
system would be unnecessary. In this instance, how- 
ever, the floodlights used for the purpose serve at other 
seasons of the year to illuminate the campus buildings 
and grounds on special occasions, so no extra expense 
for the equipment was entailed in this particular case. 

Since the schedule of classes at the college prevents 
hockey practice before 5 o’clock in the afternoon, at 
which time the rink was insufficiently illuminated by 
daylight, the floodlights were very valuable to the team 
this season. The rink has been in use practically every 
night, not alone for hockey practice, but at other times 
when it was available for ordinary skating use by the 
faculty and students. 

Hockey is fast becoming our most popular winter 
sport and it behooves the progressive hardware merchant 
to promote further interest in the game if he is to take 
full advantage of the profitable opportunity in the sale 
of the needed equipment. The easier it is made for 
the public to locate a good skating spot and the more 
attractive the rink is made for night skating the more 
remunerative the venture will be for the hardware dealer. 





CONSERVATION 


By SAUNDERS NORVELL 


AST week I reported some talks I had with some of 
the most eminent game conservationists in the 
country. Most of that article was about quail. 

This week I thought you might be interested in the chats 
on the subiect of wild ducks. 

As you are probably aware, there was recently a 
hearing in Washington on the bag limit reduction. It 
was the McNary-Haugen bill and the Biological Survey 
that did the work. The new regulations issued by the 
Department of Agriculture reduce the bag limit of 
ducks to 15 birds a day, geese 4 birds a day, possession— 
ducks 30 birds, geese 4 birds. I heard some very amus- 
ing gossip about this hearing. 

Some of the conservationists are very human. At this 
hearing, several gentlemen had been called down by the 
chairman because they talked about almost everything 
except the provisions in the bill under consideration, and 
most of that talk was “lambasting” their rivals in game 
conservation. I heard that one gentleman when called 
down by the chairman and told to stick to the subject 
under consideration, replied, “Yes, just so,” and then he 
started out on another flight telling of all the mistakes 
made by a rival conservationist. Therefore, it would 
seem that we should have an addition not only limiting 
the bag of ducks, but also limiting the daily bag of rival 
conservationists. 

From correspondence received by manufacturers of 
arms and ammunition it can be gathered that some of 
the conservationists were under the impression that these 
manufacturers in some manner would oppose this bill. 
Some conservationists seem to have a habit of hunting 
for enemies and opposition where none exist. Not a 
gun manufacturer, or a manufacturer of ammunition 
offered the slightest objection to the passing of this bill. 
As a matter of fact, as far as I have heard, they are 
all in favor of the bag limit. 

For a manufacturer of arms and ammunition to oppose 
conservation would be about as sensible as for a manu- 
facturer of breakfast foods to be in favor of killing 
off all the population of the country. 


* * * 


I HEARD at some length a discussion of lead poisoning 
in ducks. Of course I do not claim to be an expert, 
and I am only attempting to report correctly the things 
I heard among these conservationists. The thing that 
strikes me as being funny is that after ducks are shot 
at, they have a habit of returning and then eating the 
shot that had been shot at them. This shot stays in 
the crop of the duck and lead poisoning develops, from 
which the duck dies. It seems that these shot rub 
against each other or rotate in the gizzard of the duck, 
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and are soon worn to thin disks. Of course, if the 
shot passed out there would be no trouble, but this con- 
stant wearing of the shot and the release of particles 
of lead, leads to the poisoning of the duck. It has been 
found by experiment that when the ducks were given 
salts or magnesia, that they would recover from the 
poisoning, while in the case of other ducks not treated 
in this way, they would die. This has led to the ques- 
tion whether shot can be prepared in some chemical 
form that would prevent lead poisoning. Certain well 
known laboratories in the country propose to make ex- 
periments along this line. Lead prepared in various 
ways will be used and tested on living ducks. As the 
ballistics of shot is a very delicate thing and has much 
to do with the pattern in shooting, care will have to be 
used to produce a new shot that will kill ducks, but at 
the same time prepared more chemically so that the 
ducks that escape being killed will not afterward commit 


suicide, by eating the shot. 

I beg pardon for writing in this apparently humorous 
manner, because my scientist friend assured me that 
this lead poisoning in ducks was a very serious matter 
indeed, and has a great deal to do with the reduction 
of the duck crop. Look out for advertisements of the 
new chemically prepared duck shot! 


* * * 


I HEARD another strange thing about ducks. It seems 
for a duck to remain healthy and happy and to fly high 
and fast, and far away, he must take a lot of exercise 
in feeding. If for instance the water of his feeding 
grounds is rather deep—he has to dive hard and put 
a lot of physical strength into reaching the bottom. In 
front of my house at Larchmont, every winter there is 
a large flock of ducks. It has always amused me to 
watch these ducks suddenly turn up their tails and make 
for the bottom. At one moment the surface of the 
water will be covered with ducks, and the next moment 
each duck upsets and then disappears. Then you wait 
for their reappearance, and finally they bob up one at a 
time. Some of my friends have even made bets on the 
length of time certain ducks would stay under water, 
or which duck would come up first when two ducks 
dived at the same time. Now it would seem, according 
to my friends the conservationists, that this exercise is 
a splendid thing for ducks and keeps them in good con- 
dition. 

In certain sections of the country, on lakes, the ducks 
seem to have been taken with a strange disease. Thou- 
sands of them have died. Others, when treated with a 
good purgative, recover. What was the explanation of 
this disease? I am told that certain power plants have 
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drained the water out of these lakes, lowering the level 
several feet. As a result large sections of the bottom of 
the lakes are exposed or only covered by a few inches 
of water. The ducks alighting on such a lake, instead 
of having to dive and work for their food, find it almost 
at the surface. They therefore gorge themselves with 
food and do not take any exercise, and finally they fall 
over in a coma. In other words, this duck sickness is 
simply a result of careless habits on the part of the 
duck. There is no doubt, so these scientists tell me, if 
these ducks could be given a large dose of castor oil, 
their health would immediately be restored. Of course 
when I suggested that some enterprising manufacturer 
should bring out a medicated shot to be used in shooting 
ducks or some kind of a capsule or cartridge filled with 
castor oil in order to shoot and treat these over-fed 
ducks, I was looked upon with scorn! But not being 
a scientist myself, like the idiot child, I could interpolate 
anbecoming remarks during a serious conversation. 


I; is a curious fact that all of these conservationists 
are shooters. One of these scientific shooters, and | 
understand he is a crack shot, carries a notebook when 
he is hunting and makes careful records of every shot— 
the load—the distance—the weight—and the condition 
of the bird. He has kept these records over a period of 
years, and they are now becoming quite valuable, as 
records of this kind are very scarce. Sportsmen, as a 
rule, do not keep records of shooting wild game from 
a scientific point of view. There is no doubt, however, 
that as they become better posted and learn more about 
game, more of such records will be kept, and this in- 
creased knowledge will lend a greater interest to the 
shooting of game. , 

We will find in shooting about the same thing that 
has happened in Africa and in other parts of the world 
where big game is hunted. At first the only idea is 
to kill. Then came the camera, and now with the camera 
comes a study of the habits of wild game. Therefore, 
the real sportsman today only kills for food or in self- 
defense, while his greatest pleasure is in photographing 
wild life, and studying their customs and habitat. 

Just to kill, to me, is hardly exciting. I can remem- 
ber the first time I went deer hunting in Colorado. 
Naturally, I was all excitement. Our party went on 
horseback. We were armed to the teeth with rifles. I 
remember I carried a trusty 40-82. (This arm is now 
extinct). We left our horses and climbed through the 
fallen trees. Suddenly my guide took my arm and 
pointed ahead into the brush. I could not see any- 
thing. Then the guide stood back of me and aimed my 
rifle, and whispered to me to look through my “sights.” 
At first I could see nothing, but suddenly I saw the out- 
line of the head and antlers of a fine buck. I fired and 
got him through the shoulder. He fell and when I 
walked up to him, and I looked into his glazed eyes, I 
felt like a murderer. I took no pleasure out of my 
achievement, could not see sportsmanship in it. 

When you hook a trout it seems to me he has a chance, 
but to fire point blank at fifty yards into the shoulder 
of a great buck, does not seem to be giving him any 
chance whatever. The point I gathered after studying 
my inability to at first see this buck, was that J didn’t 


know what to look for. I expected the buck to look 
like one thing, while he looked entirely different. After- 
ward I asked Allison, my guide, whether it was true 
that the Indians could see very much better than white 
men. “No,” answered Allison, “I don’t believe they 
could see as well, but the point is that when the white 
man went out into the wilds, he did not know how things 
looked, but the Indian knew how the thing should look 
and therefore he saw it.” It strikes me that this is a very 
good explanation and this idea was illustrated in my 
inability to spot this buck that was standing in the brush 
within fifty yards of me. 

* Ok x 

It does not seem to me to be out of place to write 
here just a few words about the manufacturing of 
modern machine made shotguns and rifles. I had an 
idea when our people talked about bringing out a new 
gun that we would be all ready to sell it in about thirty 
days. Imagine my surprise when I was informed that 
to bring out a new arm takes from twelve to eighteen 
months. I was still further surprised to be told that 
planning and making the model, and tuning up this 
gun, would cost $250,000. 

Therefore, for a manufacturer to bring out a modern 
machine made gun means something. Of course, if you 
make a mistake in your model, if your gun develops 
any flaws, all of your preliminary work and all the money 


you have invested are wasted. 


by the old days when guns were made by hand, it 
was a simple matter to produce a gun in a comparatively 
short time. You can go to England today and order 
yourself a hand-made double gun, and get it before you 
return to the United States. Probably the various parts, 
such as the barrels, etc., are made by different manufac- 
turers. Possibly the gunsmith who claims to make a gun 
by hand, is in a large measure just an assembler of parts. 
Still the fitting and finishing of guns is all hand work. 

Now with a machine made gun, made on the American 
plan, every part of the gun is made by machinery. 
Therefore, a machine must be made for every part, and 
the great initial cost of bringing out a gun, is making 
the machinery with which this gun is made. In the old 
days, gun-filing was an important part of the work of 
every gun manufacturer. Today since guns are made 
by machinery, and filing has been largely eliminated, 
the gun-filers have become almost an extinct class. They 
have either died off, or they have gone into other lines 
of work. Today it would be exceedingly difficult to 
assemble a force of gun-filers to start even a small hand- 
made gun factory. 

x Ok Ok 

Game is being conserved in Europe mainly because 
the principle is accepted that game goes with the land 
and is owned by the owners of the land. There is there- 
fore a logical reason why land owners should conserve 
and propagate wild game. To them game is a valuable 
addition to their incomes. They can lease hunting 
privileges, keep off poachers and sell their own game. 

In the United States, however, we have the ancient 
tradition of “free shooting.” Game does not belong to 
the land and so it is harder for us to interest land 
owners in game propagation. 
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CONVENTION 


WAS REAL SUCCESS 


NTHUSIASTIC reception, to 
K the messages of a well selected 

limited program of speakers, 
made the twenty-ninth annual conven- 
tion and exhibition of the Pennsyl- 
vania and Atlantic Seabord Hardware 
Association, Inc., a real success. Meet- 
ing in the huge Convention Hall at 
Atlantic City, N. J., Feb. 10 to 14, 
each session had but one principal 
speaker giving ample time for most 
valuable informal discussion. Gross 
trade attendance was 6,000 with mem- 
bers coming from Pennsylvania, New 
Jersey, Delaware, Maryland and the 
district of Columbia. 


——_— Frank A. Hegner, 
Sewickley, Pa., with his characteristic 
efficient devotion to trade improve- 
ment directed the sessions and kept 
them interesting. He was succeeded 
in office by H. S. Newcomer, Mount 
Joy, Pa. Vice-presidents were selected 
in the order named: W.H. Blanning, 
Lykens, Pa.; W. McK. Reber, Blooms- 
burg, Pa.; I. E. Paul, Washington, 
Pa., and Frank P. Fifer, Philadelphia, 
Pa. Members elected to the executive 
committee were H. W. Sheeler, Red 
Lion, Pa.; J. E. McCullough, Wilkins- 
burg, Pa.; Walter T. Massey, Dover, 
Del.; C. H. Snyder, Asbury Park, 
N. J., and W. T. Kelly, Warren, Pa. 
Assistant secretary W. Glenn Pearce, 
Philadelphia, was elected secretary- 
treasurer succeeding Sharon E. Jones, 
whose resignation is announced else- 
where in this issue. Mr. Pearce man- 


aged the excellent exhibit which was 


also housed in the mammoth conven- 
tion hall. 

The convention got under way 
Monday night with customary formal- 
ities. Ralph Harcourt, representing 
Hon. Anthony M. Ruffu, Jr., Mayor 
of Atlantic City, welcomed the body 
and N. R. H. A. Director Hugh F. 
McKnight, Pittsburgh, Pa., brought 
greetings from that body substituting 
for managing director H. P. Sheets 
who was absent due to illness, but 
who was able to summarize the Tues- 
day and Wednesday sessions. T. H. 
Barrett, E. C. Atkins & Co., Inc., 
Indianapolis, Ind., entertained with 
musical selections played on an Atkins 
saw. Later his musical offerings were 
broadcast over Station WPG. 

Competition confronting the inde- 
pendent merchant is but the result of 
economic pressure for more efficient 
merchandising methods. President 
Hegner told the Tuesday session. 

“The independent merchant,’ he 
said, “can maintain his place against 
the pressure of competition and 
tendency toward large combinations, 
notwithstanding the dismal prophecies 
and dire forebodings to the contrary. 


“ec 

L wertattve, energy, resource- 
fulness and personality, together with 
a definite knowledge of best business 
methods and practices, keen under- 
standing of the present changing ten- 
dencies and ability to adapt himself 
and business to the change, all will 
assure a continued successful exist- 
ence for him.” 


W. H. BLANNING W. McK. REBER 


First Vice-president 


Second Vice-president 


The individual retailer, Mr. Hegner 
warned, must study his successful 
competitor and be willing to adopt 


* methods that contribute to his success. 


An intensive analysis of the business 
and diligent application of the proper 
methods are imperative, he said. “It is 
more important,” Mr. Hegner contin- 
ued, “to buy what you can sell than 
to try to sell what you can buy. 
Knowledge of merchandise needs of 
the consumer is the first essential in 
selecting stocks. Changing trends 
open up new lines that will prove 
profitable. 

“The present day consumers are in- 
telligent and have definite knowledge 
of their needs. To effectively sell, the 
retailer must know the requirements, 
moods and service demands of his cus- 
tomers and efficiently fit his merchan- 
dising policies thereto.” 

“Modern business success with all 
its progressive ideas is built on the 
old-fashioned principle of the survival 
of the fittest,” said J. F. Shannon of 
Bellevue, Ohio. 


sé 

No business, either manufactur- 
ing, wholesale or retail,” he continued 
in part, “has a right to survive unless 
it can assure these three principles: 
Payment to the employees of a wage 
equal to that in other similar indus- 
tries ; salaries to owners or proprietors 
on a par with that which those in- 
dividuals could command elsewhere, 
and fair dividends on the capital in- 
vested. 

“A concern unable to assure these 
fundamentals has no place in our 
economic system. Right or wrong, fair 
or unfair, just or unjust, time is the 
factor that will see to it that such a 
concern does not endure.” 

The retailer hardware dealer must 
know the varied activities of his town, 
the industries, the occupations, the 
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buying possibilities of the women of 
the community, the character and 
needs of its public institutions and a 
mass of other detailed information, 
declared H. P. Sheets in his sum- 
mary which in part follows. 

“I feel that we do not pay sufficient 
attention to the budding possibilities 
of the public institutions of our com- 
munities. The retailed should be- 
come acquainted with the superin- 
tendents of schools and other institu- 
tions, for they control a vast trade in 
hardware. 

“Women, statistics record, buy from 
50'to 80 per cent of the goods sold at 
retail. Children also influence a vast 
amount of trade and they should be 
made welcome to the store. 

“The dealer should know the wage 
scales of his community and famil- 
iarize himself with the seasons of 
work in the industries, so that we can 
stock accordingly. 


‘6 

‘ae five day week is bound to 
come,” he predicted. “If we can pro- 
duce as much in five days as in six 
days, why shouldn’t labor have the 
five day week, even though we mer- 
chants cannot participate in it?” 
queried Mr. Sheets. 

I. E. Paul of Washington, Pa., said 
that a class of buyers hard to reach 
was that which believed that in buy- 
ing from the chain stores and mail 
order houses they are buying at 
wholesale prices. “If we can get them 
into our stores,’ he said, “and get 
them to compare prices, we can gen- 
erally sell them.” He said that he 
even sold goods to employees of mail 
order houses, citing actual instances. 
These sales were on price and quality 
of goods. 

Sharon E. Jones, secretary-treas- 
urer of the association, made his re- 
port, showing the association to be in 
prosperous condition. He dwelt partic- 
ularly on its insurance department, by 
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which hardware store dealers are in- 
sured to their advantage through the 
association's efforts. 

“Service” to the customer, of which 
so much is said and written these 
days, must be paid for, or the mer- 
chant cannot remain in business, de- 
clared Frank Stockdale, an official of 
the Ohio Retail Hardware Associa- 
tion, on Wednesday morning. 

“We often hear it said that the 
hardware store is a service store,” 
said Mr. Stockdale. “That is one of 
the half truths to which President 
Hoover referred when he said that 
half truths will always fill the air and 
influence people’s emotions. 

“Service is much overemphasized 
and overrated. I want to say to you 
that the man who doesn‘t get pay for 
his service is going to have a hard 
time to get along. Don’t think that the 
labor is the only service you are called 
upon to give. 

“If you are going to study the Smith 
family to find out about your oppor- 
tunities, there are two places to make 
that study,” said Mr. Stockdale. “One 
is inside your store and the other is 
outside. When you come to consider 
the Smith family in relation to certain 
kinds of merchandise,—shelf and 
counter goods—it is very hard to 
study them outside your store. You 
must see what they buy in the store. 
I don’t know of any other place you 
can study the Smith family’s pur- 
chases than in your own store. When 
you study your own store, you study 
yourself, your employees, I have al- 
ways claimed every problem in its 
last analysis comes down to man 
power.” 

Mr. Stockdale asked the 500 dealers 
present how many had read and util- 





SHARON E. JONES 


Former Secretary-treasurer 





W. GLENN PEARCE 


Secretary-Treasurer and 
Manager of the Exhibit 


ized the recent N.R.H.A. 
tool survey and lamented 
the fact that only two out 
of the audience said ‘“‘yes” 
by a raise of hands. Upon 
asking how many present believed him 
when he said this survey could be used 
to great advantage about 18 raised 
their hands. On the question how 
many were doing outside selling to 
improve business about three dozen 
showed hands. 

Mr. Sheets summarized the discus- 
sion, advocating a close study by the 
hardware man of every phase of his 
community. He said that the dealer 
was apt to pass up some channel of 
trade because he had not canvassed it, 
or considered it not attainable by him. 
“In determining my opportunities,” 
said Mr. Sheets, “I must determine 
what I can sell in the community in 
which I am established. I must de- 
termine what the people are buying, 
what they can buy and what I can 
sell.” 





Lywerat advertising was advo- 
cated by H. S. Newcomer, who told of 
how advertising in newspapers and 
other ways, reached the farming popu- 
lation of which 75 per cent of his 
trade is composed. 

“We are all looking for a Moses to 
lead us out of business depression,” 
said Russell J. Atkinson, Brooklyn, 
N. Y., past N.R.H.A. president, 
“whereas if we looked in the mirror 
we would see the only Moses who will 
lead us out of the wilderness.” 

A number of small industries in a 
town are much better for the retail 
merchant than one large industry, de- 
clared W. P. Shaffer, Lock Haven, 
Pa. When the one industry is down, 
the whole town is dead, whereas, it is 
most often the case where there are a 
number of small industries, they are 
not all dull at the same time, he said. 
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The opportunities offered through 
the trade of children and young peo- 
ple were extolled by several speakers 
in the discussion, Among them W. T. 
Kelly of Warren, Pa., told of the 
formation of basket ball teams bear- 
ing the name of his firm, the Pickett 
Hardware Company, through the in- 
terest given to the boys’ sporting 
needs. “90 per cent of the club trade 
in our community comes to us,” he 
said. Tennis and football are other 
sports from which his firm derives a 
large trade by fostering these sports. 

Another endeavor among boys was 
related by Roy E. Whitfield of Wilk- 
insburg, Pa., who told of the forma- 
tion of a boys airplane club, with parts 
for 136 members. Mr. Whitfield’s 
store gives to each boy a model glider, 
which the boy builds. Fifty cents 
dues, admits him to the club and en- 
titled him to the material for building 
a model plane. Mr. Whitfield’s slogan 
for the delegates was, “Every boy 
flyer of today is a hardware buyer of 
tomorrow.” 

C. H. Snyder of Asbury Park, N. J., 
was called on by President Hegner for 
his experiences in conducting a soda 
fountain in his hardware store. This 
story appeared in full in issue of the 
HarpwareE AcE, Oct. 10, 1929. 


je retail hardware dealer who 
fails to take cognizance of the trend 
of times by constantly improving his 
merchandise stock and its display is 
his own biggest competitor, declared 
E. B. Gallaher, treasurer, Clover 
Mfg. Co., South Norwalk, Conn., in 
addressing the Thursday session. 

Chain store and catalogue house 
competition, the speaker declared, has 
been steadily waning, while the strictly 
retail hardware establishment is the 
only place where a full line of the 
articles the industry embraces can be 
found. 

“The sooner the hardware merchant 
learns,” the speaker said, “the impor- 
tance of a clean, neatly kept store, ef- 
ficiently manned by a_ well-trained 
salesforce, the sooner he will learn 
what profits really are. 

“Keep your retail hardware store 
looking like a junk dealer’s scrap pile 
and you will lose more trade in a week 
than in months from chain store com- 
petition. Make your store attractive, 


keep your stock up to ordinary re- 
quirements and you will do a profit- 
able business.” 

Adoption by the association of a 
course that would lead to the retail 
hardware dealer obtaining more busi- 
ness from the industries of his locality 
was urged by Charles W. Scarborough 
of Pittsburgh, former president of the 
organization, who said in part: 

“We city dealers have our problems 
—many of them, but they are dif- 
ferent from those the rural dealer 
faces. For instance, we have the de- 
partment store competition to contend 
with, also the chain stores. We would 
like to know how.to get business from 
the industries, which generally buy 
diregt through their purchasing de- 
partments and will not even look at 
the retail hardware dealer.” 

O. Fred Rost, McGraw-Hill Co., 
said in part: 

“The chain stores and catalogue 
houses, have, in my opinion shot their 
bolt. We know that one of the largest 
chains of grocery stores is curtailing 
on the number of stores and concen- 
trating on greater efficiency per store. 
They are not expanding in store num- 
bers.” 

Mr. Stockdale summarized the dis- 
cussion. 

The closing session on Friday was 
“Traveling Salesmen’s Day” with at- 
tendance well over 600 which set a 
new record for closing session at- 
tendance. Before turning the meet- 
ing over to Seymour N. Sears, Tucker 
Co., New York City and president of 
the National Council of Traveling 
Salesmen’s Associations, Pasha Pres- 
ident Hegner said: “I am firmly con- 
vinced that the salesman plays a most 
vital part in our existence as retailers. 
The traveling man is a most impor- 
tant part in the system of distribution. 
He is a means of contact which the 
dealer could not afford to lose. He 
gives the dealer important ideas that 
he could not otherwise obtain. He is 
a liaison officer. If he is a wise sales- 
man, he has at heart the interest of 
the dealer as well as the interest of his 
own house. We can always be con- 
siderate of the salesman and should 
welcome him with a smile when he 
calls at our stores.” 

The feature of this session was a 
playlet showing typical examples of 
good and bad salesmen and good and 


bad buyers. Although the skit, large- 
ly extemporaneots had a few bits of 
humor which were well received, 
there were definite and useful lessons 
to be learned from each example of 
that which was supposed to take place 
in hardware stores when salesmen 
meet buyers. The cast for the playlet 
included Mr. Sears, Chas. J. Heale, 
managing editor HARDWARE AGE, and 
Chief Booster of the New York Hard- 
ware Boosters; H. R. Conner, Pike 
Mfg. Co., Fred B. Hinchman, John 
Russell Cutlery Co., Archie Phelan, 
Earle Hardware & Mfg. Co., and E. 
R. Sandiford, advertising manager 
HarpWARE AGE. All are active mem- 
bers of the Boosters and Messrs. 
Sears, Conner and Hinchman are past 
chiefs. 


Precepiic the dramatization, 
Mr. Sears who represented the com- 
mercial travelers at President Hoov- 
er’s recent conference, expressed the 
opinion that results of that meeting 
are already very evident. Based on re- 
ports he received from various travel- 
er’s organizations he believes the 
economic structure of the country is 
becoming increasingly stronger. Thor- 
oughly optimistic in his views, the 
speaker saw a prosperous 1930 for 
hardware men who worked hard 
enough to earn success. He com- 
mented on the vital part, hardware 
played in all of civilization’s progress 
and told briefly of problems in which 
salesmen and dealer could coordinate 
for mutual advantage and to the ben- 
efit of the entire industry. 

Resolutions adopted by the associa- 
tion included hearty endorsement of 
the Capper-Kelly Fair Trade Bill; ap- 
proval of the Pennsylvania Garnishee 
Bill: a plea for concerted effort to 
avail members of special convention 
railroad fare in future years and a 
recognition of the very efficient pub- 
licity work done by E. W. Giles who 
arranged for broadcasting and con- 
siderable newspaper mention of the 
convention activities. 

Entertainment included dancing af- 
ter the Monday night opening session ; 
the annual ball on Thursday night, 
motion picture shows on the other 
night; a chair ride and bridge party 
for the ladies as well as music 
throughout each afternoon. 
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IOWA DEALERS HELD 
CONSTRUCTIVE CONVENTION 


HE Iowa Retail Hardware As- 

sociation never held a more in- 

teresting and instructive con- 
vention than that at Des Moines, Feb. 
11 to 14. While the general theme 
was that of the National Association 
program, the program was not held 
rigidly to the theme and considerable 
time was given over 
to discussion of re- 
tail problems of all 
kinds. The result 
was all that could be 
desired in the way 
of constructive ac- 
tivity. Meanwhile 
the exhibit hall was 
filled with displays 
and was the center 
of interest during 
the periods when the 
convention was not 
in session. 

The program 
started Tuesday 
morning with a 
complimentary 
breakfast, and was 
continued at the 
breakfast table. President Albert Bo- 
jens presided, but did not deliver an 
annual message. Instead the time was 
given to Secretary A. R. Sale, who 
gave a masterly report of the associa- 
tion activities during the year. In his 
report he challenged the independent 
hardware merchant to “put his own 
house in order to meet the changed 
conditions and growing competition of 
today. This is a time for concerted 
action,” he said, “since we find our- 
selves facing a heavy competition 
from all sides; a competition largely 
due to allowing wastes to creep into 
the independent methods of merchan- 
dising. Now that the waste is here,” 
he continued, “it must be wiped out 
and replaced by efficient methods. 
Only those merchants who accept the 
challenge and put their business on a 
scientific basis can hope to compete 
with other merchants for the con- 
sumer’s dollar.” Mr. Sale commented 
favorably on the efforts of many 
wholesalers to help the merchant solve 
his problems, and urged a closer co- 
operation in the days to come. In 
conclusion he said: “It would be a 
sorry day for this nation if ever Main 
Street should pass out of its towns 
and villages.” 





“ALBERT BOJENS 
Retiring President 


The session theme was then intro- 
duced by Llew S. Soule, editor of 
Harpware AcE, who pointed to the 
customer as the most important factor 
in the present merchandising system. 





H. M. THOMAS 
New President 


It is logical therefore, he said, to find 
out what induces a customer to trade 
regularly at a hardware store, and 
give him what he wants. This, in 
the opinion of Mr. Soule, is a human 
problem dealing very largely with the 
human element in the various hard- 
ware stores. While conceding that 
price, quality and location are impor- 
tant, he contended that these elements 
were not the deciding factor in caus- 
ing a customer to come back to the 
store for all of his hardware wants, 
after making the initial purchase. 
The merchant, he said, must meet 
competitive prices, but if all stores 
had equal prices some would still 
draw more trade than others, because 
of the personality of the men in those 
stores. In other words, people prefer 
to trade with other people that they 
like, and they don’t care to buy goods 
from people they don’t like. He then 
gave numerous examples to prove his 
contention and closed with the advice 
to carefully train the men in the 
stores, in courtesy, friendliness, effi- 
ciency and helpful salesmanship. 
Nothing is wrong with the hardware 
business, he said, that cannot be cured, 
provided we have the right kind of 
human element in our stores. 





A. R. SALE 
Secretary 


In the open forum which followed, 
E. E. Brenner, Marshalltown, talked 
on “the customers’—who they are; 
what classes; the source of their buy- 
ing power; why they buy, and the 
changes in living conditions. 

H. M. Thomas, Creston, spoke on 
the customer’s buying habits, and the 
relative importance 
of quality, price and 
service. George H. 
Minier, Burlington, 
gave an interesting 
talk on customer 
loyalty, and what 
the customer thinks 
of the hardware 
store. 

A general discus- 
sion followed, after 
which the meeting 
was summarized by 
Harold W. Bervig, 
representing the na- 
tional association. 

Interest at the sec- 
ond day’s session 
centered around two 
men: Clarence A. Knutson, Clear 
Lake, a retailer, and George M. Even- 
son, of the Knapp & Spencer Co., 
wholesalers, Sioux City. Mr. Even- 
son declared that there is romance 
in business today, but only for the 
man who looks upon business as an 
opportunity. He contended that 
hardware associations should choose 
their members, because every member 
is either an asset or a liability. The 
wholesaler, he-said, realizes today that 
there is a trinity of interests in the 
hardware industry. He is willing to 
cooperate wholeheartedly with the 
dealer. He touched on advertising 
and said that 98 per cent of farmers’ 
wives believe the advertising they 
read. In this connection he mentioned 
the advertising in the catalogs of mail 
order houses, who, he said, spend ap- 
proximately eight dollars a year on 
each customer. He advised dealers 
to do more constructive advertising. 
He declared that the wholesaler is 
responsible with the dealer for the 
actual selling of the goods, but, he 
continued, the great problem is to 
wake the dealer up to his responsi- 
bility. 

Mr. Knutson followed with a dy- 
namic talk on the chain store situa- 
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tion, in which he declared that, while 
modern merchandising will help to 
alleviate the troubles of the inde- 
pendent hardware merchant, price 
is the biggest factor. He voiced the 
opinion that jobbers and manufac- 
turers together with the retailers were 
equally to blame for an unsatisfac- 
tory price situation and suggested 
that a united effort be made to con- 
sider and remedy the condition. With 
regard to this, he said in part: “Ourna- 
tional association, with which we are 
affiliated, at one time had a committee 
of this kind which was called the 
Trade Relations Committee and I un- 
derstand this committee did some ef- 
fective work. No doubt it was too 
effective as it was abolished. Because 
of the failure of the national asso- 
ciation to do this for us, we are ask- 
ing that our State association appoint 
such a committee to take its place. 
Nearly all classes of business are or- 
ganizing to help fight their battles and 
ours. Surely we cannot afford to fall 
down.” 


ji discussion which followed 
made the session stand out as one of 
the best the association ever held. 

Other speakers on the general con- 
vention theme were Ernest Fabritz 
of Ottumwa and Russell C. George, 
Grinnell, Iowa. 

At the Thursday session, the prin- 
cipal speaker was R. H. Roberts, Hib- 
bard, Spencer, Bartlett & Co., Chi- 
cago, who gave an intensely interest- 
ing and practical introduction of the 
convention theme, ‘My Competition.” 
Competition, he said, is not what it 
seems to be. In talking of compe- 
tition most dealers think of price, but 
price is not all. A merchant may 
meet all prices, and yet fail. At the 
same time a merchant who meets com- 
petition will succeed. The great 


competition, he said, is the elimination 
of waste in merchandising. If a 
dealer gets his share of the customer’s 
dollar, he must earn it. The merchant 
deals in satisfaction, and the one who 
gives the most satisfaction for the 
dollar will get the most of that dollar. 
Many people find satisfaction in the 
cheaper goods, therefore the dealer 
must carry some of those goods. 
However, he said, there is dynamite 
in cheap goods which will explede if 
not handled properly. 

There is a waste of 25 cents in 
every dollar spent for merchandise, he 
said. The chain stores have elim- 
inated enough waste to pay an exor- 
bitant overhead. If the independent 
dealer will meet his competition in 
the elimination of waste, he will make 
money. If advertising draws cus- 
tomers, he said, then lack of adver- 
tising is waste. If light draws cus- 
tomers, lack of light is waste, etc. 
Let people see your goods, because 
many things can be sold in a purely 
mechanical way. The greatest waste 
in business, he declared, is the waste 
of opportunity to do more business. 
Store space is an opportunity to sell 
goods—if not used it is a waste. The 
dealer’s trouble is not the high cost 
of doing business; it is the high cost 
of not doing business. 


ie purpose of a bargain, he said 
is to sell other goods. In regard to 
competitive goods, he said: “You can 
get these goods from your jobber if 
you want them. It is your failure to 
use them that is your great trouble. 
One of your greatest wastes is failure 
to cooperate with your sources of 
supply. Cooperation with the jobbers 
will cut his costs, and; thereby help 
the retailer. 

Lew Abbott of Marshalltown was 
the last on the program. He declared 





that the retail hardware man had 
not yet reached the plane of real co- 
operation, and that many of them were 


yet only storekeepers. To make 
money, he said, you must definitely 
break with the past. 

Mr. Bervig of the national asso- 
ciation summarized the meeting. 


Le final session on Friday dealt 
with the session theme, “My Job,” 
which was introduced by E. A. Han- 
sen, Rudd, Iowa. Under it were dis- 
cussed respansibility to customers, to 
the business, the community and the 
employees. Also such matters as con- 
trol of stock, expense, margin, etc. 
This was followed by an extensive 
report by H. W. Thorsen, field secre- 
tary of the association, after which 
the various committees reported. 

The nominating committee report- 
ed as follows, and the officers nom- 
inated were unanimously elected. 

Board of directors as follows: Geo. 
H. Minier, Burlington, Ist district; 
Geo. B. Healey, Dubuque, 3rd district ; 
E. E. Brenner, Marshalltown, 5th 
district; €. T. Gadd, Des Moines, 7th 
district; Albert Bojens, Atlantic, 9th 
district; C. B. Hill, Spirit Lake, 11th 
district; President, H. M. Thomas, 
Creston; Vice-President, E. E. Bren- 
ner, Marshalltown. 

To fill the vacancy caused by the 
resignation of F. J. Hamilton, 6th 
district, Oskaloosa, Iowa, the commit- 
tee nominated E. H. Fabritz, Ot- 
tumwa, Iowa. 

During the sessions a committee 
was appointed to meet with similar 
committees of wholesalers and manu- 
facturers in an effort to benefit condi- 
tions in the hardware field, and lower 
the costs of distribution. This com- 
mittee will report at the next conven- 
tion. 


Business Recession Hits Bottom, Says Col. Ayres 


The low point in the recession in 
business activity has been reached, 
declares Col. Leonard P. Ayres, vice- 
president of the Cleveland Trust Co., 
in the business bulletin recently is- 
sued. General recovery, he declared, 
however, may not follow at once. He 
points out that activity in steel and 
in the automobile field has improved, 
while building construction remains 
low. 

“The bottom of the business decline 
appears to have been reached,” Col. 
Ayres declares. “The evidences of 


this are to be found in the increase 
of activity in the iron and steel in- 
dustry, in the rapidly expanding out- 
put of the automobile industry, in 
the notable improvement in business 
sentiment, and in the increasing 
strength and activity of the security 
markets. General business is. still 
subnormal, but conditions do not ap- 
pear to be getting worse in many 
lines, or in important ones, and they 
are certainly improving in some that 
are fundamentally significant. 
General business recovery may, or 


may not, make rapid progress in the 
immediate future. We appear to have 
reached the bottom of the business 
valley, but we do not yet know how 
wide the valley may be. In the two 
most recent periods of sub-normal 
business, in 1924 and 1927, recovery 
began as soon as the bottoms of the 
declines had been reached, but in 
nearly all the previous recession peri- 
ods, definite recovery was longer de- 
layed. It now seems probable that 
in this present case recovery will be 
prompt, but that is not yet sure.” 
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A. A. LANE 


New President 


EGISTRATION at the annual 
convention of the North Dakota 


Retail Hardware Association, 
held in Fargo, Feb. 11, 12 and 13, 
totaled 265 dealer members. Largely 
due to the efficient planning of Sec- 
retary C. N. Barnes, Grand Forks, 
the details of the program were car- 
ried through without a single hitch in 
the arrangements. The convention 
theme was that sponsored by the Na- 
tional Association, namely: “The 
Smith Family—Consumers.” 

After the opening formalities, 
President John I. Rovig, Mandan, 
delivered his message, in which he 
emphasized the need of making dealer 
service to members available, and de- 
plored the fact that it was necessary 
for North Dakota dealers to depend 
on the Minnesota office for the re- 
quired advise or information. With 
regard to this, he said in part: 


66 

iF it is all right to call upon an 
outside association for this service, it 
ought to be better to maintain such 
service within our own association. 

“We have also been advised by the 
Minnesota secretary that they have 
an arrangement with Farwell, Oz- 
mun, Kirk & Company and Hall Hard- 
ware whereby these two houses re- 
commend, in their campaign for more 
efficient retailing, to their retail dis- 
tributors in these Northwest States, 
the installation of Minnesota Asso- 
ciation designed display fixtures. This 
is entirely commendable and legiti- 
mate, but it gives rise to the question, 
‘Shall the North Dakota Retail Hard- 
ware Association, after a third of a 
century of service, continue to func- 
tion as a separate identity, or shall its 
work gradually be absorbed by our 
neighbor association?’ ” 

President Rovig then explained the 
convention theme and introduced L. 
S. Jensen, Edinburg, who had “Who 


NORTH DAKOTA 
DEALERS MET 


IN FARGO 


are my customers?—Into what gen- 
eral classes are they divided?” as his 
topic. Other dealer speakers and their 
subjects at the opening session were 
as follows: W. J. Gust, St. Thomas, 
“Where do my customers get their 
money ?—How can I determine cus- 
tomer buying power?”; J. W. Calnan, 
Berthold, “What influences my cus- 
tomers to buy ?’—My customers’ buy- 
ing habits, etc.’; A. F. Hoff, Wishek, 
“Relative importance of quality, price 
and service.’ A. N. Eliason, Beach, 
who was scheduled to speak, failed to 
report and, following a discussion 
from the floor, Rivers Peterson, editor 
Hardware Retailer, summarized the 
session. Tuesday evening was devoted 
to the exhibits in the Fargo Auditor- 
ium. 


ee session was 


held in the morning and President Ro- 
vig introduced “My Opportunities” as 
the session theme. Frank Palzak, 





Cc. N. BARNES 
Secretary 





HOWARD CONNOLLY 
2nd Vice-president 


Wahpeton, was the first speaker and 
he discussed “What determines a mer- 
chandising opportunity ?—What is a 
hardware dollar?” In his talk he re- 
lated some of his own experiences in 
an interesting manner, with particular 
reference to modern business facil- 
ities. Ben Madsen, Mohall, was the 
next speaker and “How Shall I Study 
my Farm Market?” was his topic. He 
told of a comprehensive farm survey 
which his firm is making of their 
trade territory and divulged some 
valuable pointers on methods for 
securing names of live prospects for 
some specific hardware lines. A. W. 
Johnson, Fargo, explained how deal- 
ers could get business from local in- 
dustries through outside selling ef- 
forts. P. I. Dahlen, Williston, elabor- 
ated on the methods used by his firm 
in surveying town and city sales op- 
portunities. H. M. Ulvick, Aneta, told 
how the dealer should go about cul- 
tivating old and new customers and 
instilling loyalty in them. W. C. 
Fait, Fingal, explained the methods he 
advances for sensing the demand for 
new lines. Rivers Peterson again 
summarized the points brought out by 
the aforementioned speakers. Final 
discussion of the question of employ- 
ing a field man was the concluding 
feature of the Wednesday session. 


r 

- afternoon of the second day 
was open to the members to visit the 
exhibits. In the evening a banquet 
was tendered the dealers and exhibit- 
ors at the Masonic Temple, at which 
special music was furnished by a 
double male quartette, while the prin- 
cipal feature of the banquet was an 
address by Governor George Shafer 
of North Dakota. After the banquet, 
the guests adjourned to the Knights 
of Columbus Hall for dancing, which 

(Continued on page 82) 
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JOSHUA CLARIDGE 
Retiring President 


F. W. SWANNELL 
Elected President 





B. A. SCHROEDER 
Vice-president 





P. M. MULLIKEN 
Managing Director 


“MY HARDWARE BUSINESS” WAS 
ILLINOIS CONVENTION THEME 


66 Y Hardware Business” was 
the theme around which 
Secretary Paul M. Mulliken 

and his associates built their program 

for the thirty-third annual convention 
of the Illinois Retail Hardware Asso- 

ciation in Chicago, Feb. 11, 12 and 13. 

The three-day trade gathering and 
exhibition were conducted on the mez- 
zanine floor of the Hotel Sherman. 
The total attendance, representing all 
branches of the hardware business, 
was estimated at 1750. 

These officers and directors of the 
I.R.H.A. were elected: 

Fred W. Swannell, Kankakee, pres- 
ident. 

B. A. Schroeder, Barrington, vice- 
president. 

Directors: G. G. Englehardt, Chi- 
cago; P. W. Freeman, Urbana. 

President Joshua Claridge of Chi- 
cago opened the first session Tuesday 
morning with a brief address in which 
he said: “We have found all the fault 
we could with Henry Brown. Our 
national organization has tried to 
bring to you all the vital points af- 
fecting the interests of hardware men 
throughout the country. This work 
is having its effect. 

“Tf, as we are told, the hardware 
trade is getting only two cents of the 
consumer’s dollar, it is not enough; 
the grocer gets twelve cents and the 
department store, fifteen. 

“Mrs. John Smith, wife of the aver- 
age consumer, is responsible for 85 
per cent of the purchases in your 
store. She is a very important cus- 
tomer. So are the Smith children. 


John Smith’s luxuries of yesterday 
are his necessities of today.” 

Charles G. Gilbert of Oregon, IIl., 
spoke on customer classification. He 
divided customers into five classes— 
agricultural, institutional, industrial, 
trades people and householders. Even 
the big-city merchant had an “agricul- 
tural class” with which to deal, he 
said; anybody with a porch box or a 
lawn no bigger than a dollar bill was, 
in a sense an agricultural customer, 
and could be sold tools and supplies 
accordingly. 

“T contend,” declared Mr. Gilbert, 
“that your profitable or unprofitable 
relationship with your ‘customer de- 
pends upon your standing in the com- 
munity. If you stay in the store all 
day long, busy on detail, you are los- 
ing a great opportunity. Be a leader. 
Mingle with your people. Contact all 
five classes of customers at every pos- 
sible point of contact.” 

“My Customers’ Income and Buy- 
ing Power” was the topic discussed 
by G. R. Swank of Galva. His town 
has a population of about three thou- 
sand. 


Among the sources of local income, 
he estimated the following: Corn, 
$260,000 ; oats, $77,000; wheat, $5,000 ; 
barley, $10,000; poultry, $110,000; 
livestock, $364,000; dairy, $125,000; 
factory payroll, $325,000; clerks, 
$280,000; garages, $60,000; city pay- 
roll, $19,000; railroads, $48,000; pro- 
fessional men, $52,000. In all, he 
reached a grand total of $2,079,000 
for the community of Galva. 


H. W.-. Giessing of East Saint 
Louis, speaking on “What Influences 
My Customers to Buy?” said: “Our 
machine age, with its revolutionized 
system of transportation, has had a 
tremendous influence on the con- 
sumer’s buying habits today. 

“Where, what and how he buys has 
all been changed. Within ten years 
eighty per cent of the people in our 
communities have moved into better 
living quarters. There is a keen desire 
on the part of nearly everybody to 
keep up with his neighbor. We all 
want to live on a higher level. Eager- 
ness to own new things is the chief 
force that drives him into the market. 

“We are all creatures of habit and 
we all like to see new things,” said 
Charles T. Schaffner of Herrin in his 
talk on “My Customers’ Buying 
Habits.” “If we are interested in a 
store, we go back to that store. My 
problem is to interest people in my 
business and keep them interested. 

“I try to show something new all 
the time. We run specials, but not ne- 
cessarily cheap specials. It is impor- 
tant to push quality merchandise 
along with the low-priced items. 

“Price is of importance now be- 
cause the consumer’s dollar must 
cover more ground than ever,” said 
C. J. Shaw of Joliet. “This is especial- 
ly true regarding the purchases made 
by Mr. Smith. Mrs. John Smith, on 
the other hand, is largely ruled by 
style. 

“But price should not be considered 
alone; it must be taken into account 
along with quality.” 
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“What Do Customers Think of My 
Store?” was the subject of the talk 
made by B. A. Schroeder of Barring- 
ton. He*urged plain pricing, at- 
tractive display and fair, courteous 
treatment. 

“What will John Smith think of 
me,” he asked, “if I sell razor blades 
at 50 cents a package when he can get 
them at the drug store at 39 cents? 
What will the whole Smith family 
think of me if I give children Can- 
adian dimes and quarters in change?” 

George Gaylord Hoy, sales pro- 
motion manager of the Frank Burke 
Hardware Co., Waukegan, reviewed 
an outline he had prepared on the 
advantages to the consumer of patron- 
izing the independent retail hardware 
store. 

At the opening of the second ses- 
sion C. E. Bradley of Blue Mound, 
{ll., gave his address on “Tilling the 
Field for Greater Sales,” given at 
several previous hardware conven- 
tions. 


“How May I Get Business From 
Local Industries?” was the topic brief- 
ly discussed by G. G. Englehardt of 
Chicago. Walter Juby of Elgin 
spoke on “Supplying Schools, Hos- 
pitals and Other Institutions.” 

Miss Mabel McClelland of Clinton, 
talked on “Adding New Lines.” At 
the conclusion of the Tuesday and 
Wednesday sessions, Paul J. Stokes 
of the National Retail Hardware As- 
sociation, Indianapolis, summarized 
the major points brought out by the 
speakers. 

C. J. Whipple, president of Hibbard, 
Spencer, Bartlett & Co., Chicago, ad- 
dressed the third session on “My 
Competition,” saying in part: 

“In considering the sources and 
kinds of competition that every hard- 
ware dealer faces, one naturally pays 
greater heed to and thinks more of 
remedies than he does of causes. Like 
any game, our object is to win and, if 
we win, the obstacles are soon forgot- 
ten. 

“And so, when I think of competi- 
tion for the average ‘Henry Brown, 
I have concluded that his greatest 
competitor is himself. All other fac- 
tors, in the last analysis, are of minor 
importance. No matter how carefully 
a program is devised or a plan laid, 
it is of little value if the human factor 
is lacking. 

“There is no substitute for efficient 
management in modern business. A 
recent government report shows that 
a very large percentage of retail 
failures is due to incompetence and 
only about one and one-fourth per cent 
due to competition. 

“Most of our difficulties are due to 
our lack of faith in each other. We 


have not developed the cooperative 
spirit with our neighbor merchants 
and with our suppliers to the extent 
we should. 

“Nothing worth while has ever been 
accomplished without teamwork and 
careful analysis. Hoover says, ‘Get 
the facts,’ and what we need today in 
the hardware business is more facts 
and fewer theories. After all, our 
greatest competition is the ‘Competi- 
tion of Ideas.’ There is no substitute 
for efficiency or ability in retail mer- 
chandising.” 


R. G. Williams of Joliet spoke next. 
He said: “Concentrated buying helps 
the merchant in stock control. If on 
Feb. 13 you buy a box of putty knives, 
set down the cost, selling price and 
number bought. Then, after sixty 
days, go back and check the number 
sold. If eight of the dozen knives 
are left, you have your selling speed 
on that item for that period.” 

Speaking on “Buying Backward to 
Meet Price,” W. R. Yontz of Chris- 
man called attention to the article in 
HarpwarE AGE for Jan. 9, entitled 
“How Retailers Meet All Competition 
With the Aid of a Jobber.” He said 
it afforded one strong example of 
what could be done through complete 
wholesale-retail cooperation. 

“Tt is fairly easy to buy cheaply,” 
Mr. Yontz declared, “but one must be 
careful not to buy too cheaply. There 
is danger of running so low on quality 
that the sale of a cheap article may 
bring a kick-back from the customer.” 

J. A. Van Nattan of Springfield 
spoke on “Cooperation With Sup- 
pliers.” Defining his subject, he de- 
clared: “Cooperation means working 
together for a common cause. Some 
time ago the jobbers and manufac- 
turers began to realize more keenly 
than ever that they and the retailer 
confronted essentially the same situa- 
tion; that they would rise or fall to- 
gether.” 


“It is advantageous to cooperate 
with the traveling salesmen at every 
opportunity. I carried a grip for ten 
years myself and know their side of 
the hardware story. They are always 
welcome in our store, whether we buy 
from them or not.” 

George Fager of Cicero told how 
he had moved an over-stock of bird- 
cages by selling canaries. “What 
worked five years ago,” he said,” often 


will not work today. In that time 
we have acquired nine chain-store 
competitors in our business neigh- 
borhood. So we have to look for new 
lines and get rid of some of the old 
ones. Just the same, we are de- 
termined to remain in the hardware 
business.” 

Harry A. Dornbos of Wilmette 
spoke on “Modernization of Store and 
Methods.” While he talked two large 
pictures were displayed, showing 
views of his old store and the one he 


now occupies with complete modern . 


fixtures. 

“Tn that old store,” he asserted, “it 
was impossible for me to be a mer- 
chant. Today we try to give our 
place an individual atmosphere, a per- 
sonality, and we fight like fury to 
keep them. After we put in our new 
fixtures our business increased forty 
per cent over the year before; the 
second year it increased thirty per 
cent.” 

D. E. Veatch of Mount Vernon, 
speaking on “Planned Selling and Ad- 
vertising,” said: “Any kind of a sell- 
ing plan must be laid at least a month 
ahead. We place much value upon the 
space in our windows. When we 
feature an item in the window we in- 
variably feature it inside the store. 
We develop many orders over the tele- 
phone, but we had to try several girls 
before we got one who could sell suc- 
cessfully over the wire.” 


Basing his statement on a two-year 
investigation conducted by his com- 
pany, H. A. Church, sales manager 
of the Aluminum Products Co., La 
Grange, was positive in his prediction 
that the chain system of distribution 
was doomed to ultimate failure and 
that the independent merchant would 
survive stronger than ever. 

Fred W. Swannell of Kankakee, 
newly elected president of the Illinois 
association, spoke at the luncheon ses- 
sion Thursday on “My Job As a Hard- 
ware Retailer,” saying: “I owe it to 
my customer to have good mer- 
chandise. I owe it to myself to keep 
and study the stock records. The de- 
partment store knows what moves and 
what doesn’t. 

“Some of our goods should be 
closed out quickly and the money re- 
invested in live merchandise. I owe 
it to my customer to maintain a clean, 
well lighted store, well displayed 
goods and plainly priced items. 

“T owe it to my employees to train 
them to give expert service and, as 
they progress, to delegate authority 
and responsibility to them; this means 
more profit to me and more compensa- 
tion to them. I owe it to my craft— 
the hardware trade—to measure up to 
its highest ethical precepts.” 
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F. HAMILTON VASS 
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J. T. HOWARD 
Vice-President 


VIRGINIA ASSOCIATION HELD {Oth 
ANNUAL CONVENTION 


HE tenth annual convention of 

Virginia Retail Hardware Ass'n 

was held in Richmond, Va., Feb. 
13-14, at the Jefferson Hotel. There 
was a two-day session this year 
without the exhibits as are usually 
held, and which they expect to con- 
tinue next year... The convention 
opened Thursday morning at 10 
o'clock. The meeting was called to 
order by the president, W. N. Neff of 
Abingdon, after which ten minutes 
was devoted to convention singing fol- 
lowed by convocation by the Rev. E. 
C. Pedrick. 

President W. N. Neff, then deliv- 
ered his president’s message, in the 
course of which he discussed the 
changing conditions in recent years 
and the steps most hardware mer- 
chants have taken to keep abreast of 
the changing trends. Relative to 
this he said in brief: “This re- 
sulted in pressure on the old ways 
of distribution and the establish- 
ing of new outlets from the man- 
ufacturer to consumer, the much 
talked of new competition. Hard- 
ware was forced through new 
channels, drug stores, variety 
stores, chain stores, new and va- 
rious catalog houses, house to 
house peddlers, any means of af- 
fording the manufacturer a mar- 
ket. New items of merchandise 
were offered, made alluring to 
the buyer by extravagant adver- 
tising. The consumer striving 
from a limited income to satisfy 
a previously developed and con- 
tinually stimulated demand for 





THOS. B. HOWELL 


luxuries, became very economical in 
buying articles of ordinary use. 
“This caused a further decrease in 
demand for the articles traditionally 
sold in hardware stores. At the same 
time the stress of competition de- 
veloped improved methods of mer- 
chandising not only in solicitation and 
in advertising but in attractiveness of 
stores, in methods of display and in 
more systematic and businesslike or- 
ganization. This challenge of change 
along with loss of volume and in- 
creased expense came as a shock to 
the conservative body of hardware 
merchants. They previously pros- 
pered and were slow to admit the ne- 
cessity of readjustment to changed 
conditions. Discouragement became 
very prevalent and many talked of 
quitting the business: many did quit, 





ROBIN A. FRAYSER 
Secretary Assistant Secretary 


voluntarily or otherwise.” 

Secretary-Treasurer Thomas B. 
Howell, Richmond, then made his re- 
port, in which he reviewed the activ- 
ities of the association during the past 
year and commented on the outlook 
for the current year, saying in part: 
“While many of us may be doubtful 
as to the possible business in 1930, I 
am compelled to feel that merchants 
who share in whatever prosperity that 
is here, will only be rewarded in pro- 
portion to the character of job he is 
doing in his community. 

“Many students of trends believe 
the chains have reached their peak, 
that the public itself is showing many 
evidences of confidence in the inde- 
pendent merchant. So, if this is the 
time, and the moment of a psycho- 
logical change is with us, let’s take 

full advantage of this new trend. 
Again may I suggest that 1930 
will be the kind of a year we 
make it. As we go into our 11th 
year, may I tender to every mem- 
ber of our association my appre- 
ciation of your many courtesies 
over a period of ten years of 
mutual service. 

“T hope you feel with me, that 
the building of this association 
has been worth while, that out of 
it and through it have come many 
fine contacts between merchants, 

, and I believe a finer and higher 
conception of helpfulness.”’ 

The convention theme was, 
“The Challenge of our Oppor- 
tunities.” This was opened by 
Herbert P. Sheets, managing di- 
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rector of NRHA, whose subject 
was “My Customers.” In this talk 


was brought out many things that 
have a bearing on the subjects dis- 
cussed later. 

J. R. Orgain, Alberta, told who 
were his customers and in what gen- 
eral classes they were divided. R. L. 
Gibson, Covington, outlined where his 
customers got their money and how 
to determine the buying power of his 
customers. B. F. Tillar, Emporia, 
described what influences his cus- 
tomers to buy. While J. E. Moss, 
Waverly, tells how his customers are 
influenced by changed living condi- 
tions, having more leisure, freedom 
and the use of automobiles to go to 
other towns to buy. 

J. W. Parrish, Richmond, stressed 
the importance attached to quality, 
price and service, and more impor- 
tance to service. Arthur Abrams, 
Hopewell, outlined the habits of his 
customers in regard to buying and 
selecting merchandise. Guy W. Hamil- 
ton, Waynesboro, explained what is 
meant by customers loyalty and how 
to keep their loyalty. H. A. Pleasants, 
outlined what consumers thought of 
his store. 

The forum discussion was led by 
A. D. Starling, Danville, and he 
brought out the high spots of these 
talks which were a real help to any 
merchant. 


hte afternoon session theme was 
“My Opportunities”; this was pre- 
sented by John F. Small, Norfolk. 
Ben R. Roberts, Chase City, defined 
his merchandising opportunity. 

W. L. Penick, South Boston, told 
how he studied his farm market and 
the benefit derived from it. W. H. 
Hawkins, Harrisonburg, told how to 
get business from local industries, 
meeting competition, etc. Marvin E. 
Copenhaven, Marion, outlined how to 
get business from schools, hospitals 


and local institutions from his expe- 
rience, F, Hamilton Vass explained 


the sales opportunities possible by sur- 
veying the town properly. 

W. P. Tyree, Altavista, told how to 
get more business from your cus- 
tomers you now have on the books. 
John W. Yowell, Culpeper,- outlined 
how to find and cultivate new cus- 
tomers. Harry Steinhardt, Franklin, 
stressed the importance of adding new 
lines that there was a demand for in 
your community. W. R. Allen; Wil- 
liamsburg, brought out the importance 
of cultivating a customers loyalty. 

The forum discussion was led by 
Philip R. Jacobson of Indianapolis. 
Herbert P. Sheets of Indianapolis, 
summarized the above talks, bringing 
out the high spots of each subject. 

At the Friday morning session, fol- 
lowing convention singing, the theme 
“My Competitors” was presented by 
Ben R. Roberts, Chase City. Follow- 
ing this was the outstanding talk of 
the convention “Mile Posts to Profits” 
by Veach C. Redd of Cynthiana, Ky. 
Mr. Redd with his illustrated charts 
showed just what could be done with 
modern arrangement and stock con- 
trol to make bigger profits ahd less 
wastage or unsalable merchandise. 

J. T. Howard, Bristol, spoke on 
other hardware stores and compared 
them with his own. A. D. Starling, 
Danville, talked on three subjects, 
“Non Hardware Stores,” “Competition 
Between Towns and Competition of 
Commodities,” in which he brought out 
much food for thought. C. W. Clea- 
ton, La Crosse, spoke on competition 
of price. L. P. Robertson, Petersburg, 
cited the competition of modern meth- 
ods. While C. C. Pearson, Warren- 
ton, gave his ideas for meeting com- 
petition by observing modern policies 
in, 

James Hatcher, Richmond, talked 
on Buying backwards to meet price. 
E. M. Dawson, Lynchburg, explained 
the advantage of taking a loss once 


in a while to put on some specials as 
leaders, W. W. Ware, Orange, 


brought out the importance of mod- 


ernizing your store and how it had 
increased his business. 

Harry B. Price, Norfolk, spoke on 
planned selling and advertising. How 
to reach those that don’t shop from 
store to store. He goes after the 
business. The session talks were 
summed up by Herbert P. Sheets, he 
bringing out the important points to 
be observed. 

The afternoon session opened with 
convention singing, followed by the 
presentation of session theme “MY 
JOB” by J. H. Luster, Blacksburg. 
R. Winston Harris, Newport News, 
told what his job was; also brought 
out what his business policies were, if 
sound. Progressive, Aggressive. W. 
S. Overton, Farmville, gave his opin- 
ion how to measure your opportunity. 

C. W. Bumpass, Ashland; John F. 
Small, Norfolk, and A. R. Elrod, Ab- 
ingdon, were other speakers. 


A FORUM discussion on the talks 
was led by F. Hamilton Vass, Dan- 
ville. Philip R. Jacobson, Indian- 
apolis, spoke on “Stock Control and 
Business Control.” 

Following the above program there 
was report of committees and the 
election of officers which were as 
follows: President, F. Hamilton Vass, 
Danville; vice-president, J. T. How- 
ard, Bristol, secretary-treasurer, 
Thos. B. Howell, Richmond, and 
assistant secretary, Robin A. Frayser, 
Richmond. 

Executive Committee: H. A. Pleas- 
ants, Richmond; C. C. Pearson, War- 
renton; George Ramsey, Front Royal; 
J. H. Luster, Blacksburg; W. W. 
Ware, Orange, and B., F. Tillar, Em- 
poria. 

Advisory Board: B. R. Roberts, 
Chase City; John F. Small, Norfolk, 
and W. N. Neff, Abingdon. 





Modernizing a Hardware 


(Continued from page 30) 


Store 


the neighborhood of $70,000. It is expected that this 


of building hardware store equipment while working in 
his father’s store. W. C. Heller & Co. was then estab- 
lished in a three-story brick building to the rear of the 
hardware store. It is said that one summer when Peter 
J. Heller was away from Montclair for a few weeks the 
fixture organization installed a complete set of new 
fixtures in the store. The veteran hardware man upon 
returning to his store entered the door and then walked 
out on the sidewalk, thinking he was in the wrong estab- 
lishment ! 

By 1906 the fixture business had grown to such an 
extent that the plant in Montpelier, Ohio, was secured. 

Total business during 1928 at the Heller store was in 


year’s mark will be close to $80,000. Mrs. Sadler and 
her brother purchased the Heller property for invest- 
ment purposes because it was in the center of the city 
and growing daily in value. The retail business is now 
making the investment more profitable, due to the steady 
increase in business. 

Today there are many women in the store every hour. 
The stock is easier to inventory, to keep clean and to 
keep in order. The Heller store is now adequately serv- 
ing the community and has an exceedingly optimistic 
outlook for the future. 
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HEN the 24th Annual Con- 

vention of The Oregon Retail 

Hardware and _ Implement 
Dealers Association was brought to a 
close with the re-election of E. A. 
Franz, Hood River, Ore., as presi- 
dent, every one present felt that the 
three-day meeting had been one of 
the most successful ever held. Deal- 
ers from all parts of the State, 
to the number of approximately 100, 
thronged the meeting hall at the 
Multnomah Hotel, Portland, during 
the convention period—Feb. 11-12-13, 
1930. 

The first day’s session opened at 1 
p-m., on Feb. 11, with registra- 
tion. Following an invocation by 
Rev. Oswald Taylor, Frank S. Grant, 
City attorney, delivered an address of 
welcome in behalf of Mayer Baker. 
E. A. Franz, president of the asso- 
ciation, responded. Hobert R. Beat- 
ty, Clinton, IIl., past-president of the 
national association, submitted a re- 
port of the 1929 congress of the na- 
tional association. Secretary-Treas- 
urer E. EF. Lucas made his report for 
the year and minutes of the 1929 con- 
vention were read. 


These formalities were followed by 
an address by J. Charles Ross, Kala- 
mazoo, Mich., president of the Na- 
tional Retail Hardware Association, 
entitled: | “Business—Past, Present 
and Future.” 

At 9 a. m. on Wednesday the meet- 
ing convened for the second day's 
morning session. Gay Bennett of 
Vancouver, Wash., talked on “My 
Customers.” Mr. Bennett urged that 
while so much attention is being paid 
to the customer and the dealer that 
the wholesalers also be put under the 
spotlight for critical study. 

Following Mr. Bennett’s thought 
provoking talk, George F. Jameson, 
of McMinnville, Ore., addressed the 
members on the “Relative Importance 
of Quality, Price and Service,” and 
“Customer Loyalty.” 

Mr. Jameson also discussed the 
topics, “What Do Customers Think of 
My Store?” and “To What Extent is 
There Customer Loyalty?” 

Following this able address, the sub- 
ject, “My Customers,” was handled 
by Hobert R. Beatty, of the national 
association in the absence of member 
W. W. Baldwin, Klamath Falls. 

General discussion from the floor 
followed. The summary of discus- 
sions for the morning session was 
made by J. Charles Ross. 

The afternoon session convened at 
2 o'clock. As the first speaker on the 
program, George E. Allen, Salem, 
Ore., addressed the members on “Get- 
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ting More Business from Present 
Customers,” and “Finding and Culti- 
vating New Customers.” Tried meth- 
ods of practical procedure, based on 
his experience, were outlined by Mr. 
Allen. 

A. E. Lawrence, of the Boss-Hue- 
tar Paint Co., San Francisco, deliv- 
ered the main address of the after- 
noon. 

“Nature demands a color balance,” 
the speaker said. He pointed out that 
when the first shrewd manufacturer 
realized he could stimulate his sales 
by coloring his wares, he resorted to 
the three primary colors—red, yellow 
and blue. “Industry realizing that 
something was amiss,” the speaker 
continued, “called science to its aid, 
and now the proper restful tints are 


Among the group in attendance at the Oregon Convention and shown in the photograph below, the following prominent 


participants will be recognized: 


J. R. Ivie, Sheridan; W. Hudder, North Powder; C. H. Larson, Moro; 


J. Chas. Ross, Na- 


tional Association President, Kalamazoo, Mich.; C. A. Franz, Hood River, President, Oregon Association; Hobert R. Beatty, 

Past-President, National Association, Clinton, Ill.; Wm. Niva, Centreville; B. A. Kendall, Redmond; C. J. Whiteside, Cor- 

vallis; Norris Ames, Silverton; Guy Bennett, Vancouver, Wash.; Richard Fendall, Forest Grove; Ronald Gilson, Lebanon; 
Walter McKenzie, Goldendale; Frank Gilliam, Heppner, and C. G. Bracher, Pilot Rock. 
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crowding out the glare of the primary 
colors. Color is the thing in mer- 
chandise, and it’s here to stay,” Mr. 
Lawrence concluded. 

The last day of the convention be- 
gan with an address by J. P. Lord, 
of the Hardware World and Imple- 
ment Record. Mr. Lord urged the 
dealers to pay more attention to their 
advertising, pointing out that the 
competition of others for slices of the 
hardware business is constantly grow- 
ing stronger, and that these competi- 
tors are using skill and resource in 
their advertising, some of the funda- 
mentals of layout, copy-writing and 
type faces were discussed, after which 
the speaker displayed a large variety 
of examples of current hardware ad- 
vertising—indicating the right and 
the wrong methods. 

President J. Charles Ross of the 
National Association followed with a 
talk on “My Competition.” He dis- 
cussed such phases of the competi- 
tive situation as other stores, compe- 
tition between towns, commodities and 
price. 

Next on the program Hobert R. 
3eatty, of the national association, 
discussed various topics under the 


ware retailer are no greater than they 
formerly were,’ Mr. Jameson said. 
“Loss of business to competitors is 
largely the fault of the merchant him- 
self. He has failed to envision 
changed conditions. We are living 
in the gasoline age—not the ox-cart 
era.” 
The last session of the convention 
was opened by J. Charles Ross, who 
talked on the general subject of “My 
Job, Responsibility to Customers” ; 
keeping in touch with changing de- 
mands, training employees and other 
topics were developed by the speaker. 

Hobert R. Beatty followed with a 
lecture on “Business Control.” Mr. 
Beatty went into the matter thor- 
oughly, explaining in detail the steps 
necessary in installing business con- 
trol in hardware stores. The sim- 
plicity of the plan was emphasized. 

Speaking on “Am I An Efficient 
Boss of My Job,’ E. P. Lewis of 
Marshfield, Ore., said in part: “The 
community in which you live is your 
boss, you live in your town from 
choice, therefore, conduct your busi- 
ness in accordance with the wishes 
of your people. Success will then 
take care of itself.” 

Mr. Lewis also handled the sum- 


“The merchant often gets more 
out of employees’ schools than do the 
employees,” Mr. Lewis said; “such 
schools are of the greatest value, not 
only from the standpoint of instruc- 
tion imparted, but also because they 
promote a closer relationship between 
employer and employee.” 

This talk was followed by a report 
on insurance by Secretary Lucas. 

The reports of committees were 
next brought in. E. A. Franz, Hood 
River, Ore., was again elected presi- 
dent for the second consecutive year. 
Geo. E. Allen of Salem, Ore., was 
elected vice-president. E. E. Lucas, 
Spokane, Wash., continues as secre- 
tary-treasurer. 

The executive committee was 
named as follows: For two-year 
terms: H. R. Larkin, C. J. Whiteside, 
C. M. Bohnenkamp, D. B. Chown and 
Geo. F. Jameson; for one-year terms: 
A. C. Hubbard and C. G. Brachar. 

On Lincoln's birthday, as a special 


. feature, an address on Lincoln was 


delivered by Dale Strong of the 
Northwest Trade, Spokane. 

The convention closed with the 24th 
annual dinner, which was given by the 
manufacturers and jobbers of Port- 








general head, “Sources and Kinds of 


Competition.” mary of discussions for the after- 
A. L. Jameson, of McMinnville, noon session. In 


land. <A royal repast, combined with 


summarizing, he splendid entertainment, sent the 200 


Ore., handled the summary of discus- stressed the importance of training hardware men who gathered at the 
sions for this session. and delegating responsibility to em- | Multnomah Hotel for the event, away 
“The present handicaps of the hard- ployees. well repaid for their participation. 





Electrical Executive Predicts Normal Business In 1930 


Speaking for the organized electrical and radio manu- 
facturers, Clarence L. Collens, president of the National 
Electrical Manufacturers Association, declared in a 
recent interview that he anticipated “a return to normal 
activity during the first six months of 1930, but at levels 
which will be in step with the steady continued growth 
of all industrial activity in this country.” 

“As a whole the electrical manufacturing industry has 
enjoyed real prosperity during 1929,” said Mr. Collens. 
“In many branches the activity has been considerably 
above normal and in all above the levels of 1928. In- 
ventories are no greater than a year ago and represent 
a healthy condition in relation to the volume of business 
done. The anticipation for the first six months of 1930, 
except possibly in radio, is a return to normal activity 
but at levels which will be in step with the steady con- 
tinued growth of all industrial activity in this country. 

“Our program for the year 1930 should be directed 
towards: (1) the maintenance of normal activity, (2) 
the extension of all research investigations, and (3) the 
modernization of industry. The fundamental slogan 
behind all effort should be that announced by President 
Hoover at the recent Washington conference—\WORK. 

“Research should not be limited to the scientific in- 


vestigation of materials and the development of new 
products, machines, and nfethods, but should extend into 
the realm of the facts and economics affecting our in- 
dustry, more accurate information regarding the current 
business situation, its trends and inventories and some 
investigation of the costs and channels of distribution. 

“The year 1930 with its return to more normal condi- 
tions backed up by the funds available from the pros- 
perity of 1929, affords a real opportunity for effective 
work in the modernization of industry. There are still 
too many obsolete, inefficient machines and methods in 
all industry. We must set our own house in order but 
can also do constructive educational work in other in- 
dustries. This means extension of modern industrial 
lighting, greater use of electric heat and electric welding 
in manufacturing processes, the introduction of modern 
efficient machinery properly motorized to give improved 
quality and lower costs, and more labor saving machinery 
in the flow and handling of all materials. 

“An effective program of research and modernization 
in industry motivated by the slogan—WORK—will not 
only promote normal business in all electrical lines during 
1930 but will lay an important foundation for future 
prosperity.” 
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Money's WorTtH 


Is the Best Advertising Subject 


NOW. Explain. what is meant by good values 
in both headlines and body or item 


text—Commenton timely advertisements 


by GUY HUBBART 


OW many otherwise 
and up-to-the-minute hard- 


keen 


ware merchants pay much 
attention to the three important ele- 
ments of money’s worth in their ad- 


vertising. 


Not many, and not 


enough if the number were doubled. 
“Money’s worth” is something 
the customer is always interested in, 








VEGETABLE 
BINS 


*1.00 


4ll steel construction. highly 
snameled with handles. Ev- 
sry home can.use one, for 
they provide a convenient 
place to hold all your fruits 
und vegetables 








Having a door mat outside 
your front and back door 
saves the trekking in of dirt 
and mud, automatically cut- 
ting down your cleaning 
work. Closely woven, med-~- 
ium nap, light brown, tough 
cocoa fibre. strong braided 
binding. Size 16x27. A very 
low price for a good quality 
jioor mat like this one. 





FOUR 
Wonderful Values 





Ballintine Hardware Co. 
Warsaw, N. Y. 











35¢ 


Vents are cut down permit- 
ting air to enter but keeping 
out drafts. Adjustable to fit 
any window All steel, olive 
baked-on enamel. 





2 Piece 
MIXING SET 





In the New “Vogue--Green” 


69¢ 


Made of clear green glass, 
capacity of bowl 2 1-2 qis.; 
measuring cup has gradual 
measurements up to 8 ozs. 
Here are some of its features 
The ridged bowl imsures 
steady mixing; the handle 
and lip permit of easy pour; 
ing and measuring cup is 
giaduated in thirds and 
quarters. 








especially the shrewd, thrifty, ad- 
reading customer, who after all, is 
the kind of customer, who, after all, 
is the best kind of customer for the 
hardware store. 

The term “value” as used in cer- 
tain types of department store ad- 
vertising is badly overdone. The 
word is used by some stores to mean 
merely items; like ““Here are 22 at- 
tractive values” meaning articles of 
goods. At other times the word is 
used to suggest special offerings or 
featured items, but with no indica- 
tion of either extra quality or quan- 
tity for the money. Because of this 
inexact usage more than half the 
headlines and general matter of 
many advertisements are practically 
worthless. 

Customers have become so used 
to seeing the word used with no 
definite meaning that the idea, if 
one is contained in the word or 
phrase, loses its punch, 


Forrunatety the term 
“value” has not been overdone in 
hardware advertising in the past or 
recently. This puts extra force into 
the term at a time when it is much 
needed—right now. 

There are three elements back of 
money’s worth or value: 

(a) Quality, in the sense of 
standard worth; 

(b) Utility, in the sense of 
length or frequency of use or appli- 
cation, and 

(c) Price, in the sense of mea- 
sure or gage of value for the money 
spent for the article. 

As an example, take an electric 
percolator at $7.50 as an item to 
feature in today’s advertisement. 
Analyze it this way: This is an item 

54 


that gives full satisfaction only when 
it works perfectly. If the fuse is 
out or some other imperfection 
exists so the current is off or faulty 
the percolator will not “perk,” and 
a whole breakfast may be ruined, 
including the tempers of several 
people. 


Prortr expect quality in a 
percolator, because it is in a sense 
a mechanism like a clock or the 
engine of an automobile. It has 
to run or operate. So much for the 
first element. 

Again, a coffee percolator is used 
every morning of the year, not just 
once a week like the electric wash- 
ing machine or the clothes line. It 
must perform 365 mornings a year 
and in some homes at noon and for 
the evening meal. That much for 
the second element, utility. 

Third, the price in this case is 
$7.50. The shrewd customer may 
know very little about what it costs 
to manufacture a percolator to re- 
tail at $7.50, but she can understand 
the first two elements of money’s 
worth in connection with a coffee 
percolator. She knows it is useful 
only when it works and that being 
what it is it must work every day. 
So $7.50 spread out over 365 days 
seems a fair price, or in other words 
good value for the money. 

The important point here is, will 
the customer when she reads a store 
advertisement find anything in it 
about percolators to reassure her 
that they are worth $7.50 and why? 

Or will she see merely “nice per- 
colators in color, $7.50,” with per- 
haps the name if it is a branded 
article? Will she find a carefully 
written description of why she is 
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sUvERILE wanuoa 100 ft. GARDEN 
LAWN SWING ‘750 ae ieee 
$6.25 per ft. 


YANKEE 
SPRINKLER 
$2.75 





100 ft. SS LAWNCOMR 
Clothes Line BARS RAKE 
65 SOc $1.15 





This New 
and Amazingly 
Simple Device 
Transforms your 
Hose into an Auto- 


matic Hi - Pressure 
Fertilizer 





Health-o-Meter 
Roto Dial in Colors 
$8.95 


hes it possible for you 
YOU SPRINKLE. 








Make 
to fertilize your Inwn Feed the Lawn When it Needs It— 5 
AS Use Lawn VEX: Once a Month 








ed tha 
one cartridge contains as 
much real plant food as a 
50 to 100-pound sack of 
ordinary fertilizer 
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“GOLD MEDAL” FOLDING FURNITURE 


MOTIFS, FUTURISTIC, STRIPED PATTERNS 


= “GooMrpa.” x 


GREEN, RED, BLUE, PLAIN FRAMES 





MILLEN HARDWARE CO. 


1219 WILMETTE AVENUE 


Phone 
WILMETTE 3060 





FOLDING 
LAWN SETTEE 
$3.25 

















safe in paying $7.50 for a 365 day 
utility? In eight out of ten ads she 
will not. And the two exceptions 
will sell more percolators than the 
other eight ads put together. 

So much for percolators ds an ex- 
ample of how to describe value or 
money’s worth. There are scores 
of other examples and many ways 
to briefly but surely give the ad- 
reader, who may easily become a 
purchaser, an idea of value or value 
for the money. 

Some sections of stock like car- 
penters tools, nails, bolts, nuts, 
locks, hinges, etc., need no individ- 
ual value descriptions; only a brief 
writeup telling the store’s policy or 
standard of value. But such items 
as oil stoves, heaters, lawn mowers, 
lawn hose, sprinklers, garbage 
burners, washing machines, vacuum 
cleaners and the like need value de- 
scriptions, the same as is needed in 
personal salesmanship once the cus- 
tomer is in the store ready to spend 
money. 


Srinc and its activities are al- 
most here. Lawn, garden and 
housecleaning work is looming up 
before hundreds and thousands of 
home owners. In some districts 
where dairying and fruit and agri- 
cultural farming are the main activi- 
ties, literally thousands of items a 
(Continued on page 82) 


wn 
wm 


Left: Attractive layout and carefully 
grouped items and cuts puts sell- 
ing value into this one. 


Below: This ad has a real idea in 
it. Five left-hand boxes with time- 
ly caption explains it; variety in 
items and values illustrates it. 


Opposite Page: Ballintine ad shows 
typical small space well utilized. 
Caption needs explanatory subhead.: 









































NOW 


Now. come to our store and see the 
bright. new, fresh stocks we have 
ready for your inspection and selec 
tion. We are ready for the new sea 
son. better equipped in every way to 
serve you. 


EECA 
EE 
Clean Up 


Let us help you with spring clean- 
ing. Paint and varnish cleaners and 
removers, wallpaper cleaners. window 
shade cleaner. furniture polishes, wax 
polishes. etc. etc. Good values, rea 
sonabie prices. 


reekfj["\’eeosS 


Paint Up 


Paints, varnishes. 4 hour enamels 
and lacquers in a bewildering array 
ST’ colors. shades, tones—for . walls. 
floors. furniture. or anything that calls 
for color. Paiat. in fact. for anything 
and everything. insidta9 








Fix Up 


Lm 








should be protected with fencing 
STEP LADDERS, MOPS.SPONGES, 
BRUSHES and BROOMS 





We Will Help You 


Yes. we will advise you about se 
lection of materials, color harmony 
decorative schemes and plans. Make 
the most of this service: it is free and 
we are very glad to be of help to you 












/ BAN 





Made 





Health-O-Meter 


Many of us have delayed pur- 
chasing a bath room scale, Present 
prices make it impossible for us to 
be without one. 
Formerly sold at $15. Blue 
green. ivory. of white finish 
with Scientific Weight Control 
Course. NOW $10.35. 
“ROTO-DIAL” Scale _ formerly 
priced at $185. NO 


“GOLD MEDAL” 


FOLDING FURNITURE 
The new color combinations and ultra modern designs will add a touch 
of life and beauty to your PORCH and LAWN 
Good-looking. compact. convenient and inexpensive. 


FOLDING ROCKER 


a wider demand. 
selection of colored 


CHAIR 





even though roughly handled 
All sizes 5 to 43 gallon capacity 
© Approved by Good Housekeeping Institute 


1219 WILMETTE AVE. 


LAWN M 


A cheap 





au sh w 
speclatly for garden aw 
use. Will stand plenty of Viet prinkler Bsc g 
d use Metal or wood 4 t ton bor 
we $5.60 s Rain | $3.50 C 


No foldimg rocker has had 
A fine 


with a variety of striped 
futuristic and mouf covers 


c 
COMPANION CHAIR 
$5.50 


} ff E tame of air 
| dried hardwood. 

Ib seat of heavy 
duck, reinforced 

legs. 

ms 1 


Oc 









Fertilize as You 


Lawn.-Vex is the most concentrated 
fertilizer known 100% Plant 
a Has no odor Contains 


A0% Nitrogen, which ts the most 
productive food science has found 
for cultivating a thick sturd 
growth of grass. One cartridge 
will fertilize 2.400 square fe 
Complete outfit $7.50 
Extra Cartridges 2 





PW hdd 
Underground 
Garbage Receiver 


OUT OF SIGHT, FLY PROOF 
ODORLESS. DOG PROOF 
EASILY INSTALLED 


12 Gal. Capacity $10.50 


= WITT _¢. 
CANS 








Snug fitting 





> lids keep ~ 
pee: a odors in and g j 
FOLDING CHAIR fies and ver ane.) 


95 Jithout foot res ge hese t 
Without foot rest. $238 Watenight | Say 


Wut cans Jase for years 


5-gallon can for 
household use. 


PHONE WILMETTE 3060 


























Executive 
Changes, Meet- 
ings, Current 
Events in the 
Trade 











NEWS... WEEK 





News of 
Manufacturers 


Jobbers and 
Retailers 
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Sharon E. Jones Has Retired From 


Association Activity 


W. Glenn Pearce Becomes Secretary-Treasurer of 
the Pasha—Mr. Jones, Former N.R.H.A. President 





for many 
years a figure in 
hardware association work, has 
retired from all activities of 
that nature. A past president 
of the N. R. H. A., he has 


served as secretary-treasurer of 


Sharon FE. Jones, 


well-known 


the Pennsylvania and Atlan- 
tic Seaboard Hardware As- 
sociation for the past twelve 


years. He has attended all na- 
tional conventions, neighboring 
State conventions and has been 
a faithful worker in the inter- 


ests of the retail hardware 
fraternity. He is succeeded by 
W. Glenn Pearce, whw for 


eleven years has been assistant 
secretary of the Pasha, in 
charge of its mammoth annual 
exhibit and very active in the 
field work of the association. 
The office of the association 
will be continued at 610 Wesley 
Bldg., Seventeenth and Arch 
Sts., Philadelphia, Pa. 





In announcing his retirement, 
Mr. Jones said in part: 

“The duties of the office have | 
become too onerous for a man 
of my age, and I feel that my 
welfare demands cessation from | 
such strenuous work, and I fur- 
thermore feel that the exigen- 
cies of the moment demand 
even closer application and the | 
hest of leadership that the aims | 
of the association and the in- 
terests of its members may be 
promoted and safeguarded. I 
have no regrets or apologies 
for the record of my services | 








NEW PASHA SECRETARY | | 








W. GLENN PEARCE 


iur the association, it speaks for 
itself, but I do have a heart 
full of gratitude to a wise 
Providence who brought me into 
this field of labor and gave me 
a host of warm and true friends 
whose memory I shall ever 
cherish and whose acquaintance 
forever keep. 


“The directors have made my | 
retirement a pleasant event in | 
| that they have elected me as 


secretary emeritus of the asso- 
ciation and elected W. Glenn 
Pearce as secretary-treasurer, 
who has been my assistant for 
eleven years and who is, without 
doubt, thoroughly _ trained, 
worthy and well qualified, 
known by all the members and 
would be their choice, and is 
nationally known by the hard- 
ware trade. I bespeak for him 
the continuation of the fine 


warehouse is_ fireproof 
modern equipment and facilities 


for immediate delivery will be 
filled by addressing either the 
storage company or the Myers 
offices. 








| L. C. WATLING ACQUIRES 
NEW OFFICE QUARTERS 


L. C. Watling Co., Manu- 
| facturers Representatives and 
| Distributors, have moved their 
| offices to Room 1312-13, First 
| National Life Building, St. 
| Louis, Mo. They were form- 
Paty located in the Granite 
3uilding in the same city. 
| The organization has also en- 
| larged its selling force and now 
| covers Missouri, Kansas, Neb- 
| raska, Iowa and central and 
| southern Illinois. A display 
room is maintained for the con- 
| Seamer of its buyers, in St. 

Louis. 


with | 


for handling the stock. Orders | 





AMERICAN CHAIN CO. 
BUYS WIRE ROPE FIRM 


The American Chain Co. has 
bought all the capital and assets 
of the Hazard Wire Rope Co., 
Wilkes-Barre, Pa. The purpose 
of the acquisition was to ex- 
pand further the production of 
three-cornered wire rope under 
the company’s patents, which 
are controlled by a subsidiary 
of the American Cable Co. The 
manufacture of this patented 
product constitutes 55 per cent 
of the business of the Ameri- 


can Cable Co. 





BETHLEHEM STEEL BUYS 
DANVILLE STRUCTURAL 
Danville Structural Steel Co., 
Inc.. New York, N. Y., has 
been taken over recently by the 


Bethlehem Steel Co., Beth- 
lehem, Pa. The works of the 
Danville Structural Steel Co. 


are located in Danville, Pa. 





Chas. Freeman Succeeds Hitchcock as 


Secretary, Connecticut Ass'n 


Former Secretary Served Nineteen Years and 





ri 
New Connecticut Secretary | 








spirit of cooperation which has | 


always been accorded me.” 





MYERS’ NEW WAREHOUSE 
The F. E. Myers & Bro. Co., 


Ashland, Ohio, announces that 
its products will be warehoused 
and transferred in Milwaukee, 
Wis., by Atlas Storage Co., 447 
Virginia Street, in that city. 
This change will take effect on 
March 1, at which time the 





PLAN IMPROVES SERVICE 


former transfer house of the 
company at 101 W. Water St. 
Milwaukee, Wis., will be dis- 
continued. 

By the new plan the organi- 
zation will have larger storage 
space in which to carry a more 
widely diversified stock. The 








Py. 


CHAS. R. FREEMAN 


Freeman, Collins, 
Freeman Co., Branford, Conn., 
was elected secretary of the 
Connecticut Hardware Associa- 
tion at the close of that body’s 
1930 convention he'd at the 
Hotel Bond, Hartford, .Conn., 
Feb. 18 and 19. He was for- 
merly a director of the organ- 


Chas. K. 


56 





Was Chosen as President 


ization and in his new position 
succeeds Henry S. Hitchcock, 
who has served as secretary for 
nineteen years. Mr. Hitchcock 
was chosen as president of the 
organization, succeeding J. W. 
McCollum, Danbury Hardware 
Co., Danbury, Conn., who 
presided at the 1930 convention. 
Vice-President Chas. R. Young, 
Windsor Locks, Conn., and W. 
L. Thorpe, North Haven, 
Conn., with treasurer H. W. 
Morse, Meriden, Conn., were 
reelected. Full particulars of 
the convention next week. 

Mr. Freeman has been an ac- 
tive association worker for 
some years and will! bring great 
credit to the Connecticut body 
in his new job. He is generally 
recognized as a very worthy 
successor to the efficient Mr. 
Hitchcock. This informal photo 
of the new secretary was taken 
shortly after he had won a 
three-legged race at the last 
outing of The Nutmeggers. 
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HARDWARE AND SUPPLY 
MEN DISCUSS WAGES 
The regular monthly meeting 

of the Manhattan and Bronx 

Hardware Association was held 

at the Prince George Hotel, 

New York, N. Y., Tuesday 

evening, Feb. 18. J. M. Kohl- 

meir, president of the associa- 
tion, was in the chair. 

A. W. Bassick, Lineoscribe, 
Inc.. New York, N. Y., office 
and W. A. Thorpe connected 
with the factory branch of that 
concern in Adrian, Mich., spoke 
to the meeting about the wages 
of salesmen in chain and de- 
partment stores as against 
wages paid in the independent 
retail hardware store. There 
was a discussion regarding the 
relation of wages to the costs 
of selling, after the addresses 
given by these men. 

Means of meeting competi- 
tion by purchasing through a 
single source were discussed. 
Other new ideas were brought 
forth concerning chain store 
competition. 


MARTIN HARDWARE BUYS 
JOHN PAPE’S BUSINESS 
Martin Hardware & Furni- 

ture Co., 9 North Main Street, 

Hamilton, Mo., has purchased 

the implement stock, fixtures, 

building and good-will of John 

Pape, of that town. The hard- 

ware stock formerly owned by 

Mr. Pape has been moved to 

the Martin store. Implement 

lines formerly carried by Mr. 

Pape will be carried in ad- 

dition to the lines previously 

carried by the Martin firm. 





RCA VICTOR COMPANY 

ANNOUNCE EXPANSION 

An expansion program involv- 
ing the expenditure of more 
than $7,500,000 during 1930 is 
to be undertaken at once by the 
RCA Victor Co., according to 
a statement by Edward E. Shu- 
maker, president of the com- 
pany, released recently. More 
than $5,500,000 of this sum will 
be spent for the construction 
of a new building and mechani- 
cal equipment, including ma- 
chine tools, small tools, convey- 
ors and other important items. 
The new building is to be used 
for the manufacture of radio 
parts for radio assembly and 
shipping. In addition to this 
over $2,000,000 worth of equip- 
ment is being brought to Cam- 
den from the General Electric 
and Westinghouse plants for use 
in radio production in the RCA 
Victor plant. Combined with 





the appropriation of $3,820,000, 
which was authorized last year 
and which is still being ex- 
pended, the RCA Victor Co. by 
the end of 1930 will have made 
an outlay of $11,420,000 for 
plant expansion and develop- 
ment. 

Preparations for the con- 
struction of the new building 
are already under way. The 
structure will occupy the entire 
square bounded by Delaware 
avenue, Cooper, Front and Penn 
streets, with the exception of 
the plot now covered by the 
RCA Victor executive offices. 





GEORGE D. PUSHEE DIES 
—HEADED J. C. PUSHEE 

George D. Pushee, president, 
J. C. Pushee & Sons, 


Boston, Mass., succumbed to a 


Inc., 


heart attack on Feb. 18, at his 
home in Weston, Mass., at the 
age of 74. Mr. Pushee was born 
in Lansingburg, N. Y., from 
which place he moved with his 
parents to Boston. At Boston 
a brush manufacturing business 
was established by his father, 
which has since remained in the 
family. George Pushee enter- 
ed his father’s business 59 years 
ago, at the age of 16. 





aces | 

LEON W. DIAMOND AND | 
PARTY WILL VISIT THE 

WEST INDIES 

Mr. and Mrs. Leon W. Dia- 
mond and party left New York, 

Feb: 12. on -a 

cruise through the West Indies. 


three weeks’ 
This will be the first oppor- 
tunity Mr. Diamond, who is 
president of Sheffield Bronze 
Powder & Stencil Co., Cleve- 
land, Ohio, has had to take a 
real rest since his illness last 
winter. He expects to gain 
weight and strength on his trip 
and intends to return to his 
office on March 5. 


FONES BROS. DISTRIBUTE 
ZENITH RADIO LINE 

The appointment of the Fones 

3ros. Little 


Rock, Ark., as exclusive dis- 


Hardware Co., 


tributors of Zenith radio in the 


entire State of Arkansas is an- 
nounced by W. C. Heaton, sales 
promotion manager of the 
Zenith Radio Corporation. 

The Fones Bros. Company 
has been established in the 
hardware business since 1865 
and are now engaged in the 
wholesale distribution of hard- 
ware, furniture, and_ radio. 





H. H. Tucker is president and 


J. R. Fones, vice-president of 


the company. The radio depart- | 
ment is under the management | 


of Paul Martin, Jr. 
pected that a wide distribution 
of Zenith products will result 
with the addition of this excel- 
lent organization to the Zenith 
distributor field. 





G. W. HUBBARD ACTIVE 
IN BUSINESS 76 YEARS 


For more than 65 


George W. Hubbard has been 


years 
in the hardware business, in 
Flint, 


going 


Mich., and he is still 


strong. 





GEO. W. HUBBARD 


founded the present business in 


Flint. Previous to that time he 


In 1865 he | 


It is ex- | 





| 
| 
| 
| 
| 
| 
| 





| that the 


taught school and worked on a | 


farm. 

Mr. Hubbard comes to his 
office every morning at eight 
o'clock, and engages actively in 
the business during ther day, 
often going down on the selling 
floors and taking care of cus- 
tomers. He has been active in 
association affairs for many 
years, particularly in the N.R. 
H.A. and the Michigan Retail 
Hardware Association. He was 
president of the latter in 1900. 

Although 89 years old, he is 
not even considering the pos- 
sibilities of retiring from busi- 
ness, he declares. And he be- 
lieves the day of his retirement 
is still a long way off. 


| gether 


NUTMEGGERS PARTY WAS 
WELL ATTENDED 

The annual party of The 
Nutmeggers was held at the 
Hotel Bond, Hartford, Conn., 
on Wednesday, Feb. 19, as the 
closing feature of the twenty- 
seventh annual convention of 
the Connecticut Hardware As- 
sociation. Attendance was a 
little over the 200 mark, for 
which much credit is due vice- 
president H. G. Sullivan, A. G. 
Spalding & Bros. and his ef- 
ficient committee. A good bill 
of entertainment followed the 
dinner. 3rief remarks were 
made by Henry S. Hitchcock, 
president; Chas. R. Freeman, 
secretary, and J. W. McCollum, 
past president of the dealer’s 


organization. Greetings from 
the Hardware Boosters were 


offered by Chief Booster Chas. 
J. Heale, Harpware AGE; past 
Chief Booster R. M. Taylor 
and Harry Fox, both of Star 
Expansion Bolt Co. 


Retiring Nutmegger  pres- 


| ident J. T. McCulloch, Robeson- 


Rochester Co., was toastmaster. 
All newly elected officers were 
presented. 





BALDWIN-LUKE COMPANY 
WILL CLOSE OUT STORE 


Jaldwin-Luke Hardware Co., 
Fayette, Ohio, recently an- 
nounced that the entire stock of 
its store will be closed out and 
store wil! close its 
doors. In 1902 I. N. Baldwin, 
one of the present members of 
the firm bought the store to- 
with Wilson 
from the firm of Acker & Cole. 
Mr. Baldwin conducted the 
business with various partners 
until July, 1925, when C. P. 
Luke, became a member of the 
organization. 

This business is being given 
up because Mr. Baldwin has his 
home and business interests in 
a community, many miles dis- 
tant, and Mr. Luke does not 
care to carry on the business by 
himself. The good nature and 
willingness to serve that was 
shown by these men made their 
business in Fayette, highly suc- 
| cessful. 


Roscoe 


| VALENTINE PURCHASES 
| CON-FERRO PAINT CO. 
| Valentine & Co. New York, 


E. W. MICHAEL JOINS IN, Y., recently announced the 


VALENTINE & COMPANY 


E. W. Michael is now con- 


of Valentine & Co., 386 Fourth 
Ave., New York, N. Y. For 


| 
| 


purchase of the facilities and 
assets of the Con-Ferro Paint 


: . — |& Varnish Co., St. Louis, Mo. 
nected with the executive offices | 


Completion of the transfer of 
the Con-Ferro interests to 


| Valentine & Co., brings the new 


many years he was regional di- | 


rector of the Glidden Co., 
Cleveland, Ohio, and of Adams 
& Elting Co., Chicago, Ill. 


owner a greatly increased dis- 
tribution in the territory cov- 
ered by the former organiza- 


' tion. 
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PACIFIC GROUP HELD | James Cummings of the| DAWSON, GA., DEALERS 


SEATTLE MEETING 


A district convention was 
held by the Pacific Northwest 


Hardware and Implement As- | 


sociation at the Olympic Hotel, 
Seattle, Washington, Feb. 
for the convenience of western 
Washington dealers who had 


been unable to attend the Paci- | 


fic Northwest convention at 
Spokane during the previous 
week, J. M. D. Hansberry, a 
trustee of the Pacific North- 
west Hardware and Implement 
Association, presided at the 


meetings, which were three in | 


number, being held in the morn- 
ing, afternoon and evening of 
Feb. 10. The same program as 
that at Spokane was given 
abbreviated form. 

Features of the morning ses- 
sion were the addresses of the 
national association 


Past, Present and Future,” and 


A. FE. Lawrence of the Bass- | 


Hueter Paint Co, on “Color— 
The Modern Stimulant ot 
susiness,” 


The afternoon session was 
largely devoted to a brief re- 


view of the “John Smith, Con- | 


sumer,” program as recom- 
mended by the national associa- 
tion. Mr. Ross handled the 
“My Customers” theme, and 
Past-president Hobert R. Beatty 
followed with the “My Op- 
portunities” theme. Then Mr. 
Ross talked on “My Competi- 
tion,” and Mr. Beatty on “My 
Job.” 

C. S. Wills, of the Seattle 
Hardware Co. was one of the 
local speakers on the program. 
He said in part: “I think a 
lot of dealers worry teo much 
about volume. As Amos and 
Andy said, ‘Surplus is that part 
that runs over the top.’” 

A. W. Weber, president of 
the Seattle Retail 
Association, was also on the 
program. He emphasized the 
better cooperation that Seattle 
dealers are now receiving from 
local jobbers. Le Blanc of the 
Polson Implement Co. Seattle; 
Peterson of the Schwabacher 
Hardware Co. Seattle; Bilger 
Hardware Co. 


of the Seattle 
Seattle, and others made short 
addresses. 

Secretary Lucas announced 


the merging of the Washington 
Hardware and Implement Un- 
derwriters with the Federal 
Hardware and Implement 


n | 


President | 
J. Chas. Ross on “Business— | 


Hardware | 
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| Schwabacher Hardware Co. 
| Seattle, and J. P. Lord, of the 
Hardware World and Imple- 
| ment Record, made short talks. 
The attendance at all three 


| there being approximately 50 


| dealers present. 





KENNEDY CORP.APPOINTS 
DECATUR & HOPKINS CO. 


Decatur & Hopkins Co., 
Boston, announced that arrange- 
ments have been completed to 
act as exclusive wholesale dis- 
tributors of the Colin 
Kennedy Corporation, South 


| Bend, Ind. line of radio sets. | 
The Boston concern was for- | 


merly an exclusive distributor 
of another line of radio sets. 





MARLBOROUGH APPOINT- 


| 





| sessions was good, but especi- | independent merchants, the Ter- 


9, | ally so at the evening session, 


WILL COMBAT CHAINS 


To further their plans to edu- 
cate the people of Dawson and 
Dawson territory to patronize 


rell County Independent Mer- 
chant’s Association will put on 





LEIPZIG SPRING FAIR 
ATTRACTS AMERICANS 


America’s growing activity in 
world markets is shown by the 
number of buyers and exhibi- 
tors who will attend the Leip- 
zig Spring Fair, to be held 
March 2-12. This historic fair 





a membership drive to enroll 
every merchant of the county. 


| A ladies’ auxiliary will also be 


B. | 


| 


| 
| 
| 


| 


| ready been subscribed and paid 


organized 
More than half of an esti- 
mated expense budget has al- 


n. Newspaper space is being 
contracted for, and the circulars 
and other literature will be 


has been held without interrup- 
tion, twice a year, for nearly 
700 years. It has thus proved 
itself to be the great interna- 
tional market place of Europe 
and the world, despite all the 
changes of history, since the 
Middle Ages. 

The fair from long experi- 
ence will be competely organ- 





placed in every home. 

A number of Dawson’s citi- 
zens sent a telegram to Sena- 
tors Walter F. George and Wil- | 


liam J. Harris and Congressman | 


Charles R. Crisp, requesting 
that they go before the Federal 
Radio Commission and ask that 


ED BY ADDISON-LESLIE | any interference with Station 
C. J. Marlborough has been | KDKH at Shreveport, La. be 


appointed as representative of removed, 


| Addison-Leslie (Co, Canton, 


Mass,, in the St, Louis, Kansas | to Attorney General Charles | 





A telegram has also been sent 


City and Omaha markets. The McCall of Alabama and candi- 


new representative for the 
Northwest is W. R. Edlund, 
formerly in charge of the radio 
department of the Honeyman 
Hardware Co., Portland, Ore. 


| 


date for Governor of that State, 
asking him to visit Dawson and 
speak at a mass meeting next 
week on “The Evils of Chain 
Stores.” 


Montgomery Ward Plan Limits Retail Stores | 

Montgomery Ward & Co.,| will endeavor to further im- | Inc., 11 West Forty-second St., 
Chicago, IIl., have announced | prove the efficiency of our pres- |New York, from which com- 
the resignation of Merritt Lum | 


as assistant manager of chain 
stores. No announcement has 
been made regarding his future 
plans. He was formerly con- 
nected with the McGraw-Hill 
Publishing Co., New York, and 
was vice-president of the A. W. 
| Shaw Co., Chicago, in charge 


of the publications of that com- | $2.60 a share in 


pany. 


| important posts in the chain- 
| store and department-store, un- 
| der the expansion program, 
| have resigned during the past 
| few months, so that there is 
| considerable doubt as_ to 
| whether these activities will be 
| enlarged as was originally in- 
| tended. A recent statement of 
| George B. Everitt, president of 
| Montgomery Ward & Co., con- 
| firms the belief that there will 
be no further chain and depart- 
ment store expansion this year. 

Mr. Everitt discussed the an- 
nual report to the stockholders 
of the company. He told of 
the retail organization of about 


Mutuals and introduced the 
local representatives. | 

The evening session was /| 10,000 people that had been 
given over to an address on | created during the past two years, 
“Business Control,” by Past- | and mentioned the increased vol- 
president Beatty of  the|ume of sales made possible 
national association. This was through that organization. Mr. 
followed by general discussion. | Everitt said: “During 1930 we 


| retail units.” 


| 


|a share of common in 1926 to 


Various executives slated for order branch of the business 





ent stores, rather than strive | 
for increased volume through | 
the opening of many additional | 


In an interview quoted in the 
Chicago Journal of Commerce 
he explained the decline in the 
company’s earning from $6.25 


The 
mail- 


1929. 
the 


profit recession in 





was caused by the unusual ex- | 
pense resulting in the prepay- | 
ment of all shipments to cus- | 
tomers. Competitors adopted | 
the policy, early in 1929, of | 
prepaying all shipments to cus- 
tomers. During the first half 
of the year the concern did not 
prepay all shipping charges. In 
the middle of the year the pre- 
payment plan was adopted, but 
without adequate adjustment to 
the new policy. The prepay- 
ment plan has since been ad- 





ized for transacting business 
with the leading countries of 
the world. It will be possible 
in a few hours for an Ameri- 
can visitor to establish busi- 
ness contacts which otherwise 
| would require years to develop. 
At the last spring fair there 
were 1273 non-German ex- 


exhibits, sent by twenty-four 
countries, of which ten per cent 
were American products, 

| Ata recent fair over $500,- 
| 000,000 in sales were recorded, 
A single American firm bought 
‘more than $2,000,000 worth of 
goods. The Leipzig Fair makes 
it possible for every American 
| manufacturer or buyer to deal 
‘directly with the leading busi- 
| ness centers at a minimum ex- 


pense. The American office of 
the fair is Leipzig Trade Fair, 


plete information regarding all 
phases of the fair may be ob- 
tained. 
ASHTON IS DIST. MGR. 
ALUMINUM INDUSTRIES 


Announcement of the ap- 
pointment of E. J. “Cap” Ash- 
ton, as district manager for 


Aluminum Industries, Inc., with 
headquarters in Chicago, will 
be interesting to wholesalers 
and dealers handling  auto- 
motive parts, who have come to 
know him during his 18 years 
service in that field. “Cap,” 
who needs no introduction to 
most persons affiliated with the 
industry, goes to Aluminum In- 
dustries from the L. C. Smith 
Bearings and Parts Co., where 
he served as sales manager for 
the past year. He begun his 
career as a jobber salesman in 
the East, continuing in that 
capacity ten years. For two 





justed and changes in the ex- 
pense of selling and other op- 
erations will offset a large part 
of the prepayment expense, ac- 
cording to Mr. Everitt. 

The company’s sales amounted 
in 1929 to $267,325,503, against 
$214,350,446 in 1928 and only 
$183,800,865 in 1926, the peak- 
profit vear. 


years he toured the country do- 
ing sales promotion for the 
Biflex Corporation and for a 
similar period he was middle 
western zone manager for the 
greater marketing program of 
the A.E.A. 

His territory includes Min- 
nesota, Wisconsin, Iowa and 
northern Illinois. 
































NUTMEGGERS PRESIDENT 


E. C. Sullivan, L. M. Ells- 
worth Sons, was elected pres- 
ident of The Nutmeggers on 
Feb. 19, 1930. He succeeds J. 
T. McCulloch, Robeson-Roches- 








E 
' 
Fs 





E. C. SULLIVAN 


ter Co. who presided during the 
past year. Mr. Sullivan has 
been secretary-treasurer, for 
five or six years and in that 
dual job has been most active 
and efficient. His promotion 1s 
certainly well earned, Mark A. 
Miller, Yale & Towne Mfg. 
Co., was president-elect but due 
to a change in territory found 
it necessary to forego the 
honor. At the special election 
held as mentioned, Mr. Miller 
was made an honorary past 
president. Vice-presidents, Karl 
Martin, Montana Mining & 
Smelting Co., and H. G. Sul- 
livan, A. G. Spalding & Bros. 
will serve this year and Jack 
Cobleigh, Pike Mfg. Co., was 
chosen as secretary-treasurer. 





JOSEPH H. BRAGDON DIES, 
PROMINENT PUBLISHER 


Joseph H. Bragdon, publish- 
ing director of Textile World 
and vice-president and general 
manager of the Bragdon, Lord 
& Nagle Company division of 
the McGraw-Hill Publishing 
Company, publishers of that pa- 
per, died suddenly of pneu- 
monia Wednesday evening, Feb. 
19, at his home in New Ro- 
chelle, N. Y. 

Mr. Bragdon was born in 
Melrose, Mass., June 9, 1887. 
His father, Joseph H. Bragdon, 
founded Textile Manufacturers 
Journal in 1894. When the son 
graduated from Yale in 1911 he 
joined the staff of that publica- 
tion. In 1915 he was active in 
a merger which joined Tezr- 
tile Manufacturers Journal and 
Textile World Record into one 
publication, Textile World. 

Mr. Bragdon was a member 
of the executive committee and 





E. C. SULLIVAN ELECTED | 








of the board of directors of the 
McGraw-Hill Publishing Com- 
pany. He was past president of 
the New York Business Pub- 
lishers Association and a past 
president of the Associated 
Business Papers, the latter of- 
fice being the highest honor 


| which the business publishing 


profession can offer. At the 
time of his death he was a mem- 
ber of the board of governors 
of the Advertising Federation 
of America. 

Mr. Bragdon was a member 
of Publicity Lodge 1000, F. and 
A. M., New York; Advertis- 
ing Club and Yale Club, New 
York; D. K. E. Fraternity; 
Wykagyl Country Club, New 
Rochelle ; Elihu Club, New Ha- 
ven; American Yacht Club, 
Rye, and Revel Island Club, 
Wachaprague, Va. He was 
treasurer of the class of 1911 
at Yale. 

In 1911 Mr. Bragdon married 
Emily Kaltenbach. He is sur- 
vived by his widow and two 
sons, Joseph H., Jr., and Er- 


nest, 


ALBANY HDW, & IRON CO. 
TREASURER PASSES 


James K. Dunscomb, treas- 
urer, Albany Hardware & Iron 
Co., Albany, N. Y., passed 
away on Jan. 24, 

Mr. Dunscomb, who was a 
native of Albany, had _ been 
treasurer of the company since 
its incorporation in 1891. Prior 
to his connection with the or- 
ganization he was_ associated 
with his father in a lumber 
business. 

He is succeeded by Harold L. 
Warner, a member of the con- 
cern for the past nineteen years. 


METALWARE INSTITUTE, 
MET IN NEW YORK 
A regular monthly meet- 
ing of the Metalware Institute, 
Inc., composed of manufac- 
turers of sheet metalware 
househo!ld and kitchen utensils, 
was held at the Roosevelt 


Hotel, New York, N. Y., on | 


Feb. 11 and 12, 1930. The pro- 
gram for the two-day session 
included separate meetings of 
the Enameled Ware, Galvanized 
Ware, Tinware, and Stove Pipe 
Groups. Among the important 
subjects discussed were reports 
from the Cost Committee an- 
nouncing the completion of 
recommended standard __ cost 
principles for the Enameling 
Division to be presented and 
considered at a meeting of the 
Institute’s cost accountants to 
be held at Cleveland, Ohio, the 
end of April; cooperative pro- 
motional work for giving 
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national recognition to por- 
celain enamel products through 
institutional advertising under 
a plan being sponsored by the 
American Ceramic Society; 
and a report from the Traffic 
Committee announcing progress 
in presenting the views of the 
industry to the Interstate Com- 
merce Commission on matters 





affecting freight classification 


of industry products. 

The meeting also discussed 
the significance of statistics on 
volume of business published 
by the Department of Com- 
merce at Washington and ap- 
proved a suggestion of the 
Credit Report Committee that 
a meeting be held at which the 
credit managers of the various 
member companies would dis- 
cuss the credit situation. 








The Enameled Ware Group 
at the request of the Surgeon 
General of the United States 
Army discussed and criticized 
government specifications for 
certain enameled ware items 
which are used by the Medical 


Department of the United 
States Army, 

Authority was given for col- 
lecting and disseminating cer- 
tain new forms of statistical 


data, and a report of the Un- 
fair Competition Bureau was 
received under the Code of 
Ethics recently adopted under 
the charge of the Institute’s 
legal counsel, which sets forth 
certain interpretations of the | 
Clayton Act and the Federal, 
Trade Commission Act. 
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| GENDRON CHANGES 
| SCHOEN’S TERRITORY 


C. A. Schoen, known as 
“Cap” by most of the toy trade 
east of the Mississippi, has been 

; transferred to the southeastern 

territory of the Gendron Wheel 














Cc. A. SCHOEN 


Co., Toledo, Ohio. He has been 
with Gendron for many years. 
During the last fifteen years he 
has covered Tennessee, Ala- 
hama, Mississippi and Loutst- 
ana, The new territory to be 
covered by Mr. Schoen includes 
Virginia, ‘North Carolina, South 
Carolina, Georgia and Florida. 

The southern territory for- 
merly covered by him will be 
handled by Kenneth Pollard, 


who recently joined the sales 
force of the Gendron Wheel Co. 





ALTER IS PRESIDENT 
RADIO WHOLESALERS 


The fourth annual convention 
of the National Federation of 
Radio Associations (composed 
of local radio trade associations 
from coast to coast) and the 
second annual convention of the 
national organization of radio 
wholesalers, the Radio Whole- 
salers Association, was held at 
Cleveland, Ohio, on Feb. 10 and 
11. More than 500 men promi- 
nent in the radio trade were in 











attendance. 

It was characterized as a 
“down-to-facts” meeting, and 
discussions pertinent to the im- 
portant problems now confront- 
ing the industry took place. The 
convention brought many of the 
radio leaders to this meeting, 
where they would have the op- 
portunity of conferring with 
each other concerning their 
radio problems. The meeting 


this year was particularly suc- | 


cessful and was said to be one 
of the most important ever held 
within the radio industry. 

J. Newcomb Blackman of 
New York was elected presi- 


dent of the National Federation 
of Radio Associations, to suc- 
ceed Michael Ert of Milwaukee, 
Wis. Harry Alter, prominent 
radio wholesaler of Chicago, 
was elected president of the 
Radio Wholesalers Association, 
to succeed Peter Sampson, also 
of Chicago. 

Directors for the National 
organization were chosen from 
coast to coast, thus giving a na- 
tional spread on all matters of 
importance to the trade. H. G. 
Erstrom was elected vice-presi- 
| dent in charge of the executive 
| offices for the coming year. 

The radio leaders were very 
optimistic concerning the pros- 
pects for 1930. From all in- 
dications, it is predicted that 





1930 will see radio in the billion - 


dollar industry class. 

No new developments of par- 

ticular importance or any radi- 
cal changes were reported at 
the meeting. 
Nationally known speakers 
| discussed trade-ins, cost ac- 
counting systems, insurance, ser- 
| vice problems and many other 
important topics. 








he 


| 
| 
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BEAUREGARD MORRISON 


N a recent issue of HARDWARE 

Ace there appeared a brief item 

announcing that Beauregard Mor- 
rison, affectionately known to the 
hardware fraternity as ‘““Beaure,” had 
just passed away at his home in Lit- 
tle Rock, Ark., at 5.00 p. m. Feb. 11. 
Further details were not then avail- 
able. 

Mr. Morrison had been ill for about 
three weeks having suffered three 
severe heart attacks within three or 
four days. He had complained for 
some time of suffering from acute 
indigestion but the immediate cause 
of death was diagnosed as angina 
pectoris from which he had doubtless 
suffered for some time. Just a few 
days before the end came, he felt well 
enough to go to his office for an 
hour or two at a time for several 
days, but on the day of his death he 
became so ill that it was felt advisa- 
ble to remove him from his home to 
a hospital and he passed away within 
an hour after reaching the hospital. 

It may surprise many of his friends 
to realize that he was past sixty-seven 
vears of age, having been born at 
Little Rock, Aug. 9, 1862. Few 
who knew him realized his age and 
he had retained his youth both 
physically and mentally. He was 
married Dec. 18, 1884, to Miss 
Kate Adams of Little Rock, and is 
survived by his widow and a sister, 
Mrs. J. H. Paschal. 

Mr. Morrison entered the employ 
of Fones Brothers Hardware Com- 
pany after completing school at the 
age of eighteen and had never been 
connected with any other concern. 
His business career began and ended 


AN APPRECIATION OF 


“BEAURE” MORRISON 


By CHAS. L. REIERSON 


with the one company he served from 
1880 to 1930—half a century—a 
tribute to him and to his company 
which he served in many capacities 
and like most practical and success- 
ful hardware men he gained an 
intimate knowledge of hardware 
through handling the actual goods in 
working orders. That was the be- 
ginning. Later he served as shipping 
clerk and still later on became ware- 
house manager. Progressively he 
waited on the visiting trade in the 
sales room of the company, made oc- 
casional sales trips and then worked 
his way into the buying department 
and in 1912 became head of that de- 
partment and continued in that ca- 
pacity until the end. 

He had had experience in _ prac- 
tically every department of the busi- 
ness except in the credit and financial 
end, and this actual experience to- 
gether with hard work, a keen intel- 
ligence and unquestionable integrity, 
became great assets to him and to his 
company. With the broad view 
gained from a complete knowledge of 
the business, Mr. Morrison was able 
to visualize it not only from the view- 
point of the buyer but of the stock- 
keeper, the salesman and the retail 
dealer. As an evidence of his ability 
as a buyer and to indicate his thor- 
oughness, a close check-up of “hard 
stock” at inventory time a year or so 
ago showed a total of less than 
$10,000 of such at cost figures in a 
stock of goods of a company having 
been in business over sixty years and 
doing a business in excess of 
$2,000,000 per annum. As one of his 
close associates remarks: “Real skill 
and understanding of a job are re- 
quired to pass through a merchandise 
panic like that of 1920-21 with a 
small stock and no large ‘bumps’ in 
ti 

Mr. Morrison was_ vice-president 
and a director of Fones Brothers 
Hardware Company at the time of 
his death. He had intended retiring 
from active business on July 1 next, 
which would have marked the com- 


pletion of fifty years of continuous 
service with his company. For many 
years he had been active in the South- 
ern Hardware Jobbers’ Association, 
had been a member of its executive 
committee for several years, was one 
of the vice-presidents of the associa- 
tion and it is said that several years 
ago his name was not presented for 
the presidency of the association be- 
cause he declined to have this done 
when it was suggested. 

It has been stated above that Mr. 
Morrison retained his youth to a re- 
markble degree and this feature par- 
ticularly applied to his business since 
he adapted himself to changing con- 
ditions which so many men of his 
age and generation find it difficult to 
do. This adaptability kept him at 
all times up to date and in step with 
the great changes that came about in 
business during his half century of 
connection with his company. 

In his younger days Mr. Morrison 
was an active member of the various 
military companies of Little Rock, 
among them the Capital City Guards, 
the Quapaw Guards and particularly 
the McCarthy Light Guards. 

“Beaure” left a legion of friends. 
He was universally loved and respect- 
ed. Scrupulously honest and upright 
in all his dealings—the ability and de- 
sire to see both sides of any question 
—frank, yet innately courteous—de- 
spising deceit and subterfuge, meet- 
ing each issue squarely—a naturally 
sunny nature and a winning smile en- 
deared him to all who knew him. He 
was loyal to his friends. To him 
friendship was a sacred trust. Gen- 
erous, kindly, courteous and sincere— 
a true gentleman. 

“Beaure,” we shall miss you and 
shall never forget you. Wherever 
hardware men gather, the circle will 
be incomplete without. your presence. 
The countless host of friends you left 
is testimony to the four-square life 
you led. Your friendship and the 
privilege of sharing it shall be treas- 
ured in the caskets of many memo- 
ries. 
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House Grants Increased Appropriations for 
Chain Store and Power Investigations 


(Washington Bureau of HARDWARE AGE) 
Requirements of the Federal Trade Com- 
mission for larger personnel to proceed 
better in connection with its chain store 
and power investigations prompted the 
House of Representatives to increase the 


appropriation of the Commission by $142,- 


540 for the new fiscal year beginning 
July 1. The total appropriation granted 


was $1,437,460. It is believed that the 
enlarged appropriation will be granted by 
the Senate. Dr. Walker, chief 
economist of the who 


ported the request of the Commission for 


Francis 
Commission, sup- 
larger appropriations, told the House Com- 
mittee on Appropriations that there were 
not enough people at work on the two 
He 
needed some more expert accountants 


connection with the power inquiry ,and a 
“very considerable number of less expert 


inquiries. said that the Commission 





in | 


men, but stil! men with spectal qualifica- | 


tions, for the study and the field work in 
this chain store business and in the com- 


pilation of the accounting returns we get | 


from them with reference to the chain 
stores, the wholesalers, the retailers, and 
so forth.” 

Discussion of the ‘additional appropria- 
tion brought out a great deal of critical 
comment on the House floor regarding the 
chain stores. Representative Abernethy, 
North Carolina, stated that “This chain 
store .situation is getting to be quite a 
proposition with all the independent retail- 
ers and wholesalers all over the country, 
and there has been an effort here to try 
to get some legislation to correct these 
abuses.” He urged that the necessary ap- 
propriation be given the Commission so 


that it can “carry on in the interest of | 


the great independent retailers and whole- 
salers and the public throughout the coun- 
try. I hope the committee (of the Whole 
House) will give us sufficient funds to let 
us go into the whole subject and see just 
what can be done to remedy the evils that 
seem to prevail.” 

The remarks of Representative Aber- 
nethy were characteristic of the discus- 
sion, which was joined in by numerous 
representatives. There was general criti- 
cism of the chain stores and their methods 
of merchandising to the disadvantage of 
independent stores. 


While the chain store discussion 


was | 


By L. W. MOFFETT 


which the Commission is conducting its 
inquiry, called the attention of the Senate 
to the organization of the Anti-Chain 
Store in Texas, denoting the organized 
opposition to the chain store that is rising. 

“One of the most acute forms of mo- 
nopoly in the United States at the pres- 
ent time is the question of chain stores 
and chain banking,” said Senator Brook- 
hart. “The State of Texas seems to have 
taken action to combat these growing 
powers of monopoly, and an organization 


| under: the laws of that State has just been 


started.” 

It was stated by Senator Brookhart that 
he had received telegrams from other 
parts of the South telling of plans for 
similar organizations. 
he had telegraphed the Texas association 
that he would be glad to aid in bringing 
about cooperative organization on a_ na- 
tional scale against chain store monopoly. 
He explained that a cooperative wholesale 
grocery is now maintained in Iowa with 
about 700 retail members. 

The Texas association wired to Senator 
Brookhart as follows: 

“State of Texas has just granted char- 
ter to Texas Anti-Chain Association, per- 


fecting State-wide organization of 


| pendent business men to combat aggressive 


foreign chain store monopoly in business, | 


banking and other threatened lines. Rep- 
resentative Texans uncompromisingly 
fighting this growing evil through this 


organization would thank you. Wire your 
blessings.” 

The telegram was submitted by Senator 
Brookhart to the Judiciary Committee. 


Tariff Rates on Raw and 
Finished Aluminum Are Slashed 


aluminum househo!d utensils 
products of aluminum 
s'ashed last week when the Senate was 
passing upon individual amendments to 
metal schedule of the tariff bill. The duty 
on crude and scrap aluminum was reduced 
from 5 cents to 2 cents per pound, and in 
a number of cases similarly sharp cuts 
were made in finished lines of aluminum 
products. The metal section amendments 
were readily agreed upon throughout the 


Rates on 
and other 


tinue to override the administration forces. 
The coalition consists of so-called Progres- 
sive Republicans and Democrats. There 
were occasions when duties were increased 


going on in the House, Senator Brookhart | through action of the coalition, depending 
| upon the products and how the duties af- | a contingency is not at all looked for. 


of Iowa, author of the resolution under 


He announced that | 


fected the interests of the constituencies 
of the Senators. 
The point has been reached where it is 


not possible to give a clear distinction be- 


| tween a Republican and a Democrat, since 


the matter of tariff, gold standard or bi- 
metallism, or State’s rights, no longer af- 
ford a clue. But it appears to still hold 
true that the tariff is a local issue. It is 
dificult to say when the Senate will get 
through with its harangue over the tariff. 
President Hgover’s breakfast table chat 
with leaders in the Senate and House evi- 
dently was designed with a view to getting 
the tariff out of the way that 
business would be relieved of the uncer- 
legislation. But he was 
In effect, he seems to 
have been told that the coalition was 
strong in the Senate that administration 
leaders could do nothing about it. It would 
seem that the Senate ought to be able to 


soon, So 


tainty of such 
given no promise. 
SO 


| get the tariff out of the way early next 


month, but to say it will would be mere 
And the length of time the 


guesswork. 
in conference likewise 


bill will 


remain 


| would be to engage in a most hazardous 


inde- | 


There are wide discrepancies in 


prophecy. 
On the whole, 


the House and Senate bills. 
these differences do not apply to rates of 
duty, though there are some notab!e dis- 
parities in these, so much as to adminis- 
One of them relates to 


trative provisions. 
The House heeded 


the flexible provision. 


the President's suggestion that the right 
| to déclare changes in duties be left with 
the Chief Executive. The Senate disre- 
garded his request and transferred the 
power to Congress. This feature prom- 


were | 


ises to be one of the hardest fought items 
in conference. Speaker Longworth wants 
it settled by compromising on a plan which 
would give the right to the President to 
proclaim changes but making them sub- 
ject to confirmation by Congress, a method 
which its opponents say would be as cum- 
bersome and futile as the present Senate 
plan. There is still talk that the coalition 
may try to tie the debenture on the tariff 
bill, a plan that is even more vigorously 
opposed by the President than is his oppo- 
sition to the Senate flexible provision. The 
assumption is that the debenture, if voted 
by the Senate, would be the object of un- 
yielding opposition from House conferees, 


schedule by the coalition forces, which con- | and if the Senate were equally unyield- 


ing, the bill would be deadlocked in con- 
ference. Should the rather unlikely thing 
develop and the bill reach the President 
with the debenture plan, it is assumed 
he would be compelled to veto it. But such 

















62 


HARDWARE AGE for FEBRUARY 27, 1930 












N 








Farm Price Level Declines 
But Is Still Above 1929 


The general level of farm prices con- 
tinued to decline from Dec. 15 to Jan. 
15, but was still slightly above a year 
ago, according to the Department of Agri- 


culture. On Jan. 15 the index of prices 


GENE 





| 
| 
| 
} 


received by producers averaged 134, com- | 
pared with 135 on Dec. 15 and 133 in| 


January last year. 


7 . e | 
The lower prices for butter, eggs, cot- ; 
ton and grains more than offset the ad- 


vances in live stock and in truit and vege- 
table prices, the department stated. Dur- 
ing the latter half of January and the 


early part of February, rather marked de- | 
clines have occurred in grain and cotton 


prices at wholesale markets and egg prices 
have made the usual seasonal decline. 
Although these declines have been off- 
set in part by further advances in hog 
prices and a slight improvement in butter 
prices, the general level of farm prices 
probably is now lower than on Jan. 





15 and somewhat lower than in February | 


last year. 
the level of farm prices is likely to re- 
main below the corresponding period of 
1929, when it was 136 in February, 140 
in March and 136 in April. 


Bank Debits Receded 26% 
For Week Ended Feb. 12 


During the next few months | 


Debits to individual accounts as reported 


to the Federal Reserve Board by banks in 
leading cities for the week ended Feb. 
12, which included but five business 


days for many of the reporting centers, | 
aggregated $11,677,000,000, or 26 per cent | 


below the total reported for the preceding 


week, and 31 per cent below the total re- | 


ported for the corresponding week of last 
year, which also included but five business 
days in many of the reporting centers. 
Aggregate debits for 141 centers, for 
which figures have been published 
weekly since January, 1919, amounted 
to $10,995,000,000, compared with 


as 
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Hardware Demand Gains 
Slightly—Favorable 
Weather Is Needed 


New York, Feb. 25.—Leading 
hardware market centers have re- 
ported a slight improvement in the 
existing demand. Favorable weather 
has stimulated the demand to a 
more pronounced degree in the 
South than elsewhere, but a gradual 
improvement is predicted generally 
in the near future. By the latter 
part of March, unless the unfore- 
seen occurs, a healthy demand for 
spring merchandise will materialize. 
The extent of the increase in activ- 
ity will, of course, be governed by 
the prevalence of mild and season- 
able weather. 

Future orders booked during the 
winter are being shipped to dealers 
at present and goods in this classi- 
fication aggregate the Customary 
healthy volume. 

With improvement reported in the 
employment situation and prospects 
for a new high record in building 
operations likely, as well as better 
conditions in several of the key in- 
dustries, the ensuing year should 
prove very satisfactory to the hard- 
ware industry as a whole. 

Prices, in the main, show little 
change and the small declines in 
prices of a few products are more 
than offset by recent scattered ad- 
vances. 

Although the credit situation is 

better in some market centers than 
in others, collections generally main- 
tain a normally satisfactory aver- 
age. 
LSE RSS 
$14,917,000,000 for the preceding week and 
$16,076,000,000, for the week ended Feb. 13 
of last year. 





Week's Price Average Was 
93.1 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale University 
announced on Feb. 16 that wholesale com- 
modity prices for the week ended Feb. 
15, and based on Dun’s quotations, aver- 


| aged 93.1 per cent. 


The January average was 93.3 per cent. 
The purchasing power of the dollar was 
107.4c. on a 1926 basis of 100c. The 
January average was 107.2c. 

Crump’s index of English prices for the 
week on the revised 1926 level was 85.8. 
The January average was 86.8. 


Bank Clearings Show Decline 


| For Week Ended Feb. 13 


Bank clearing in the United States 
for the week ended Feb. 13, a holiday 
week, as reported to Bradstreet’s Journal, 
aggregated $8,795,005,000, as against 


| $11,621,153,000 last week, a full week, and 


| $12,240,602,000 


in this week last year, 
which was also a holiday week. There 
is here shown a decrease of 24.2 per cent 
from last week and 28.1 per cent from 
the like week of 1929. Canadian clear- 
ings aggregated $271,378,000, against 
$249,086,000 last week and $332,273,000 in 
this week last year. 


| Commodity Prices Advanced 


In Week Ended Feb. 15 


Commodity prices advanced one-tenth of 


| 1 per cent during the week ended Feb. 


15, according to the wholesale price 
index of the National Fertilizer Associa- 
tion. The advance was due largely to 


| lard, butter, grains, feeds and hogs. How- 


| ever, 


grains declined at the week-end. 
Four groups declined, and only three ad- 


| vanced. Twenty-eight items declined and 


twenty-five advanced. 

Based on 1926-1928 as 100 and on 474 
quotations, the index for the week ended 
Feb. 15 stood at 93.3 and for that ended 
Feb. 8, 93.2. 
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CHICAGO: 


(Chicago office of HARDWARE AGE) 
CHICAGO, Feb. 25.—Generally speaking, the seasonal lull continues, 
with some activity beginning to develop on spring lines. The out- 





look is bright, judging from frequent retail expressions heard re- | 


cently. Dealers are disposed more than ever to strengthen their 
profit and volume by adding new lines. Of this there can be no 
doubt. Collections are good. 

The agricultural sections still have some advantage over the in- 
dustrial centers. Much of the below-cost selling done by some job- 
bing houses on wire cloth during the early winter months has dis- 
appeared. Prices here on steel sheets continue firm. The low prices 
on poultry netting this season have stimulated orders which are 
coming in freely. 

There are hints of a possible advance on rope after the end of 
March; mills advise of higher costs on sisal fiber and a firmer ten- 
dency of manila. Sales of nails and wire are decidedly more active 
and prices appear steadier. Agricultural handles are moving well. 
Tires are somewhat backward as yet. Demand is still fairly strong 
for tire chains. 

Some improvement is indicated in trade on bolts and nuts. The 
electrical appliance business is rather quiet; recent reductions in the 
Universal line were slight, many items showing no change at all. 
Other appliance manufacturers have not yet altered their prices. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CHICAGO. 


AUTOMOBILE ACCESSORIES. 
Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 


sets in case lots. Steel, bit-keyed 
front door sets, $1.25 per set; wrought 
brass, bit-keyed front door sets, $2.35 


pion X, 45c. each; Champion Blue- per set. Cylinder front door sets, 
Box line, Bc. each; A. C., 58c. enh; $5.00 per set. 

lots of 100, 50c. A. C. Special Ford, 

36c. each. aes CHAIN. 

yy - agile aeaaaeaad No. 3280, %-in. proof coil chain, $11.00 cwt.. 
$6.50 each. base; trade-marked coil chains, 40-10 


Chains.—Nonskid, dozen pair lots, 


35 per cent discount. per cent off list. 


Jacks.—National Standard, No. 21, eee : . 
$1.30 each. ; ; COPPER RIVETS AND BURRS. 
Oe at 1% in. cylinder, Copper rivets and burrs, 30-10 per 


cent off list. 


ELECTRICAL AND RADIO GOODS 
Electrical Merchandise. — No. 14 


Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50. Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 








duty, 32 x 4, $11.50; Mansfield double 
service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes, 30 x 3%, Mansfield, 
$1.30 each; 29 x 4.40, Mansfield $1.50 
each, 30 x 3%, Liberty, $1.05 each; 
20 x 4.40, Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 

Less 10 per cent on casings and 
12% per cent on tubes. 

Anti-Freeze Solutions. — Prestone, 
$3.80 per gal., in less than full case 
lots; in full case lots, $3.60 per gal. 


BOLTS AND NUTS. 


Large carriage bolts, cut thread, 
60 per cent discount; small carriage 
bolts cut thread, 60 per cent dis- 
count; small carriage bolts, rolled 
thread, 60-10 per cent discount; 
large machine bolts, to thread, 60 
per cent discount; small machine 
bolts cut thread, 60 per cent dis- 
count; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. All 
discounts are from ‘“‘full case’’ lists. 


BUILDERS’ HARDWARE. 


Steel butts, 3% x 3%, old copper 
or dull brass finish, $1.84 per doz. 
pair in case lots; less than case lots, 
$1.95 per doz. pair; steel butts, 4 x 4. 
old copper or dull brass finish, $2.44 
per doz. pair in case lots; less than 
ease lots, $2.68 per doz. pair. Heavy 
steel, bevel, inside sets, $5.00 per doz. 





| 


rubber covered wire, $6.50 per 1000 
ft.; in less than 1000 ft. lots, $6.75; 
No. 18 lamp cords, $11.25 per 1000 ft.; 
in 1000 ft. lots, $10.50; %-in. brush 
brass key sockets, 13c. each; lots of 


25, 12%c. each; two-way (Hemco) 
plugs, 30c. each; in lots of 10, 20c. 
each; two-piece attachment plugs, 


5c. each; dry cells, boxes of 55, 321%4c. 
each; less than case lots, 36c. each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75; 
Percolator, Universal 9169, $15.20. 

Radio Supplies.—Radio B batteries, 
D779 E, $1.40 each; in case lots of 5, 
$1.30; No. 770, $38 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes.—UX-201A, 75c.; UX- 
199, $1.20; WX-227, $1.50; UG-171A, 
$1.35; UX-250, $6.60 each; UX-245, 
$2.10 each; UX-224, $2.40 each. 


FLINT PAPER. 


Nine x 11 sheets, in bundles, No. 0, 
$4.30 per ream; same, No. 1, $5.15 per 
ream; 8% x 10% sheets, in bundles, 
No. 0, $3.40 per ream; No. 1, $4.05 
per ream; 9 x 11 sheets, in boxes, 
No. 0, 100 sheets per box, 89c.; No. 
1, 75 sheets per box, 80c.; 8% x 10% 


Continuation of Seasonal Lull Reported 
Prices Maintain a Fairly Steady Status. 


sheets, No. 0, 100 sheets per box, 70c.; 
No. 1, 75 sheets per box, 63c. 


GARDEN HOSE. 


Molded garden hose, single braid, 
5¢-in., 7 per ft.; %-in., 84c. per 
ft.; double braid, %-in., 8c. per ft.; 
%-in., 9c. per ft.; red hose, %-in., 
9c. per ft.; %-in., 10c. per ft. 


! . 
é QC. 


| GLASS AND PUTTY. 


Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount. 
Putty, pure grade, $3.90 per cwt.; 
commercial, $3.15 per cwt. 


GRASS SHEARS. 


“Doo-Klip’’ grass shears, $10.80 per 
doz.; regular D shovel and scoop han- 
handled, $18 per doz. Goodwin grass 
shears, Senior pattern, $13.80 per 
doz.; Junior pattern, $10 per doz. 


HANDLES, AGRICULTURAL. 


Hay and manure fork handles, 
strapped and capped, X grade, 4-ft., 
$5 per doz.; 444-ft., $5.50 per doz.; 
XX grade, 4-ft., $6.50 per doz.; 4%4- 
ft., $7 per doz.; garden hoe handles, 
$14-ft., X grade, $2.75 per doz.; gar- 
den rake handles, 5%4-ft., X grade, 
$3.60 per doz.; regular pattern shovel 
handles, 4%4-ft., X grade, $4.25 per 
doz.; regular D shovel and scoop han- 
dles, X grade, $4.90 per doz.; with 
IDL top, $4.50 per doz. 


INDOOR ATHLETIC SUPPLIES. 


Official indoor league baseballs, 14- 
in., $16.00 per doz.; 12-in., $14.00 per 
doz.; Kork Kore official, 12-in., $12.00 


per doz. Playground balls, cowhide 
covers, 12-in., $6.75 per doz. Indoor 
bats, 33-in., ash, $6.00 per doz.; cork- 


grip, $10.80 per doz. 


LAWN GOODS. 


Nelson line: Whirling Fairy sprink- 
lers, $13.20 per doz.; Crown sprink- 
lers, $6.80 per doz.; Crescent sprink- 
lers, $6.25 per doz.; clinching hose 
couplings, $2 per doz.; hose menders, 


75e. per doz. Sherman line: Corru- 
gated couplings, $1.40 per doz.; Dia- 
mond nozzles, $4.35 per doz.; brass 


clamps, 36c. per gross. 


NAILS AND WIRE. 


L.c.l. quantities, common wire and 
cement coated nails, $2.85 base, car- 
loads on application; steel cut nails, 
$4 base. Nd. 9 black annealed wire, 
$3.45 per cwt.; No. 9 galvanized, plain 
wire, $3.90 per cwt.; catchweight 
spools, galvanized cattle or hog wire, 
$3.75 per cwt.; polished fence staples, 
$3.55 per cwt. 


PAINTS AND OILS. 


Linseed Oil, Raw. — Barrel lots, 
$1.15 per gal., 5 barrel lots, $1.12 
per gal. 

Linseed Oil, Boiled.—Barrel lots, 
$1.18 per gal.; 5 barrel lots, $1.15 
per gal. 

Denatured Alcohol. — Barrel lots, 
63c. per gal.; steel drums, extra, 
$10, returnable. 

Turpentine.—Drum lots, 65c. per 
gal., net. 

White Lead.—100 lb. kegs, $14.25 
per cwt.; 50 Ib. kegs, $14.50 per 
ewt.; 25 lb. kegs, $14.59 per cwt.; 
12% lb. kegs, $14.75 per cwt. 

Shellac (4 Ib. cuts).—White, $2.48 


in barrel lots; orange, $2.08 
in barrel lots; second grade 


per gal. 
per gal. 


white, $2.17; second grade orange, 
$1.82. 

English Venetian Red.—In barrels, 
5144c. per lb.; in 100-lb. lots, 6%c. 
per lb. 

Dry Paste.—Barrel lots, 744c. per 
Ibe 




















64 HARDWARE AGE for FEBRUARY 27, 1930 





28-in., $3.50 to $4.50; 30-in., $4.00 to 
$5.00. 


Crosscut, 5 ft., narrow, champion 
tooth, $1. 55 each; 5% ft. wide, cham- 
pion ‘tooth, $2. 10 each; 5% ft. wide, 
lance tooth, $4.35 each; 4 ft., one- 
man, champion tooth, $2. 45 each 


O degree of ac- STEEL SHEETS, FLAT OR CORRU- 
tivity. Prices firm. 


Best pure manila rope, 2lc. per GATED. 
lb., base; No. 2 manila, 19c. per Ib., Galvanized sheets, 24-gage, $4.69 
base; best pure sisal rope, 15c. per per ewt.; 24-gage black sheets, $4.05 


POULTRY NETTING. 


Pouliry netting, galvanized before, 
63% per cent off list; galvanized 
after, 60 per cent off. 


ROPE. 


Orders show a fair 


lb., base. per cwt. 
SAWS. TOYS. 
Circular cord wood, 20-in., $1.90 to Electric trains, from $4.15 to $30 
$2.50; 22-in., $2.25 to $3.00; 24-in., per set; Structo trucks, $8 per doz.; 





$2.60 to $3.50; 26-in., $3.00 to $4.00; Erector sets, No. 1, 67c. each; No. 2. 





$3.33 each; Spirit of Saint Louis con- 
struction sets, $8 per doz.; Lincoln 
Logs, 65c. per set; double sets, $1.35 
each. 


WIRE CLOTH. 


Black, 12-mesh, $1.60; galvanized, 
14-mesh, $2.00; galvanized, 16-mesh, 


$2.30 


“ 


WRENCHES. 


Agricultural wrenches, 60-10-5 per 
cent off list; engineers’ wrenches, 
50-10-5 per cent off; knife-handled 
wrenches, 40-10-5 per cent off; genu- 
ine Stillson wrenches, 70-10 per cent 
off; genuine’ Trimo wrenches, 70-5 
per cent _ off; Stillson pattern 
wrenches, 75-5 per “cent off. 





(Boston office of HARDWARE AGE) 


Boston, Feb. 25.—The average New England retail hardware 
dealer says business is in the doldrums, with little indication of re- 
viving until people are able to work farm lands, do garden work and 
necessary repairs and painting of houses. Some of the smaller re- 


tailers report profits this month insufficient to pay rent and lighting | 


charges, to say nothing of meeting payrolls. Current business con- 
ditions, however, are reported as but repetition of February records 
of former years. Most of those dealers attending the convention 
here on Feb. 20, 21 and 22, took home with them constructive ideas 
on merchandising, and general sentiment in the retail trade is not 
nearly as pessimistic as current trade conditions would seem to 
warrant. 

A slightly lower range of prices on one make of rim latches is 
noted, and minor important changes are noted in a few numbers of 
flashlight cases, while a revision in the cost of certain kinds of roof- 
ing material is pending. While the general trend in prices for fin- 
ished products is and has been downward for some time, presumably 
because of reduced raw material and manufacturing costs, changes 
as reported from week to week are few. As a result the general 
price structure appears remarkably sound. Jobbers continue to 
report business as quiet, with the bulk of current retail buying con- 
fined to job lots of merchandise and a few staple lines such as poultry 
supplies, automobile tires and chains, fencing and garden tools. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. 


AUTOMOBILE ACCESSORIES. Tire Chains.—30 x 3%, $4.50 a pair, 


Tires.—Competitive, clincher, extra her rte BY 4 v3 32 Oe oF eat ie 
heavy, straight side, 30 x 3%, $5.60 $6 50: 34 x 4s $6.75: 93'x 5, $7. 56! 
each, list; 31 x 4, $9.40; 32 x og $10.10. 34 9 5” $7.50; BE 5. 38 | egy 97 
Dise ount 12% and 10 per cent. 440" $4.50: 39 My 440, $5: 31 x 4.40 
Tires.—Mansfield line heavy duty $5 50: 28 x ATS $5 95: 39° x 4.75 $5.50: 
cord, clincher, 30 x 3%, $7.25 each, 30 x 4.75, $6: 29 x 4.95, $5 50: 30'x 4.95" 
list; straight side, 30 x 3% » $9.85; ee Es 89 x 495 f+ 
wet: gigs dae 4 $12.80 32% 4, $13.45: oS: 58 Oe, ee: Aes oe, eee 
32, x 41 $17. 30; 33 x 4%, $18; 34 x Sos tach $6.50; Hen $8.15: 30 x Aone 
, ‘60. Discount 5.25, $6. 75; 29 x 5.25, $6.75; x 5.25 

$18.60; 33 x 5, $23 $6.75; 31 x 5.25, $7. One to nine pair; 


ist, and 10 per cent. 


gee ge 
Tires.—Mansfield line, truck, 8-ply 10 to 49 pair in 


discount 30 per cent; 
one shipment, 35 per cent discount; 


cord, 32 x 4%, $23.70 each, list; 33 x F ay , 

41%,’ $24.55; 36 x 5b, $28.40; 34 x 5, A ong one shipment, 40 per cent 

$33.70; 35 x - H+ = ply, a sea: ‘ 

$47.15 ; 36 x ° ‘ 

Here: 36 x 8. $0485" 40 x 8. $101.80, BARROWS. 

Discount 30 per cent. Garden, standard, No. 4, wood 
Tires.—Mansfield line, balloon, 4.40- wheel, $5.75 each net; No. 4, steel 

19, $7.80 each, list; 4.50-20, $8.85; wheel, $5.50; No. 5, wood wheel, $6.25; 

5.00- 19, $11; 5.25-18, $12.35; 5.25-20, No. 5, steel wheel, $6. 

$13.25; 5.50-19, $14.10; a th duty, 

6- ply, 4.40-21, $11.50; 5. . $ BRUSHES. 


90-20, $17.85; 6.50-19, $22.30; 7.30-20, 











$34. 50. Discount 12% and 10 per cent. 

Tires. -— Mansfield line, balloon, 
double service, 4.50-21, $17.45 each, 
list, 5.25-21, $25.45; 6.50-18, $33.75: 
6.50-20, $34.50; 6.50-21, $36.15. Dis- 
count 30 and 10 per cent. 





Brushes.—Paint, wall, 314 in., $4 to 
$14.50 per doz. net; whitewash, 7 in., 
$4.58 to $21; calcimine, 7 in., $9.50 to 
$59; paper hanger, 10 in., $2.50 to 
$16; flat varnish, 2 in., $1.20 to $6; 
oval varnish, $11 to $20.50. 





Wholesale and Retail Trade Is Generally Quie 


Some Minor Price Revisions Are Effective 


CARPET BEATERS. 
Carpet Beaters.—Wire, No. 13, $1.20 
a doz. net; bat wing, $1.80. 


CARPET SWEEPERS 
Sweepers.—Carpet, Grand Rapids, 
ball bearing, japanned, $44 per doz. 
net; nickeled, $48; Standard ja- 
panned, $36; Universal, japanned, 
$42; nickeled, $46; American Queen, 

$54; Parlor Queen, . 


Toy Sweepers.—Per dozen, Little 
Helper, $2; eo Gem, $3.75; Little 
Jewel, $10; B. Junior, $16. 

CLAM DIGGERS. 

Clam Diggers. — No. or, 16 in. 

handle, $12.55 per doz. ; No. 0026, 


26 in. handle, : 60; No. “000PL, 26 
in handle, $15.3 


CLOTHES BASKETS. 
Clothes Baskets.—Willow, No. 2, 
otra. 50 a doz. net; No. 3, $15; No. 4, 


CLOTHES DRYERS. 
Clothes Dryers.—Standard make, 
No. 12, $6.75 each net. 


CLOTHES LINES, ETC. 
Clothes Lines.—Braided cotton, 50 
ft., $3.60 a doz. net; twisted, $3.50; 
ore wire, No. 18, $4.80; No. 19, 


Clothes Pins.—Claire box, $1.50 a 
case of 2 doz. net; Moore spring, 60c. 
a gross; Klose Klip, $2 a doz. pack- 
ages. 

Pulleys.—Superior, $4.25 a doz. pair 
net Sargents, No. 160, $1.35 a doz., 
No. 161, $1.22; No. 166, $1.41; Stover, 
No. 201, 75c. a doz. 


DOOR SPRINGS. 
Door Springs.—No. 61, $20.42 per 
100 net; No. 62, $24.30; No. 63, $36.45. 
No. 1, $3.25 per doz. net; No. 2, $2.60; 
No. 3, $2.10. Perfection, cone end, 
No. 11, 45¢c. per doz. net; No. 12, 50c.; 
No. 13, 55c.; No. 14, 60c.; No. 15, 65c. 


FLASHLIGHTS AND BATTERIES. 
Flashlights.—Cases, No. 2602, 62c. 
each net; No. 2604, 

84c.; No. 2616, 

No. 2660, 68c.; No. 2671, 
3; No. 2674, $1.75; No. 2694, $2.6 60; 

No. 2695, $2.28; No. 2697, $1. 17; No. 

2642, $2.08; No. 2644, $2. 40; No. 2645, 

$2.92; No. 6993, $1.17. 

Flashlights.—Colored, No. 2602, old 
rose, green blue, 62c. each net; No. 

2605, blue, red, green and black, 62c.; 

No. 2671, red, green and blue, 84c. 

Assortments.—No. 1, $3.85 per as- 


 —h\, net; No. 6, $4.82; No. 71, 

5.0 

na 94, $2.93 each net; No. 
5.0 


Pen Light.—Assortment No. 2, 12 
pens in assortment, $6.36 per assort- 
ment net. 

Batteries. — Eveready, unit cells, 
No. 935, 6%c. each net; No. 9 
644¢.; No. 705, 1946¢.; No. 790, 13¢.; 
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No. iy” eo? ge gk gg, a me. MATS. 
igh No. 706, 13c.; No, 734, 40c.; Cocoa. —Country brush, A_ grade, 
750, 18¢.; No. 751, 19%. No. 1, 60c. each net; No. 2, 75c.; 
No. 3, 95c. ‘i 
GRASS SEED. Steel Wire.—Keystone, No. 2, $1.35 
, each net. 
Grass Seed.—Bowling Green, in 100 Ruther ~Etack, 18 x 30 in., $8 a 
Ib. bags, 20c. per Ib. net; in 10 Ib. doz. net. 
packages, 21c.; in one Ib. packages, Scrapers.—Rubber, black, 15 23 
25c. Woodlawn shady, in 100 Ib. in., $9 a doz. net; 18 x 36 in., $13. 


Hy eg 23c. gy Rage 10 + 
4c.; in one packages, 28c. Green 
meadow, in 100 Ib, bags, 33c. per Ib. SPRAYERS. 


in 10 lb. packages, 34c.; in one Ib. Sprayers. — Midget, No. 335B, $2 

packages, 38c. Kenly Park, in 100 per doz. net; Cyclone, No. 333, $3.40; 

Ib, bags, 12c. galvanized, No. 326G, $3.75; galvan- 

ized, No. 347, agg 3 continuous. 88 

332T, $5.75; Acme, .50. Compressec 

LATCHES. air, galvanized, No. 440, $3.40 each 

Latches.—Rim, Yale line, night, No. net, brass $6.25. Brass spray pump, 

42, $13.33 a doz. net; No. 042, $12; $3.50; bucket spray pump, _ $3.05; 
No. 0343, $12; No. 44, $26.67; No. Acme powder gun, $13.50 per doz. 


042RB, $12; No. 33, $7.20; No. 20, 
$6.40; No. 040R, $10.67; No. 36, $8; VACUUM CLEANERS. 


oe, ee, ee: SONG, SEOET; No. Vacuum Cleaners.—Universal, No. 





23 junior, $6.67. 5801, complete, in lots of less than 
Latches.—Rim, Yale line, dead, No. three, $32.25 each net, in lots of 3 to 
10, $86 a doz. net; No. 2, $17.60. 11, $31, in lots of 12, $29.75; without 





fon 
ue 





attachments, in lots of three, $27.50, 
in lots of 3 to 11, $26.25, in lots of 
12, $25. Super-Vac, No. 7201, com- 
plete, in lots of less than three, 
$34.25, in lots of 3 to 11, $33, in lots 
of 12, $31.75; without attachments, in 
lots of less than three, $27.50, in lots 
of 3 to 11, $26.25, in lots of 12, $25. 
Bee Vac, No. G10, in lots of less than 
three, $21.50; in lots of three, $20.10; 
attachments for same, $3.50 a set. 


WASH BOARDS. 

Colonial Kid, 2.50 a doz. net; 
Colonial Kid, Jr., $3.50; Highland, 
$4.25; Puritan, $5.10; Tory, 3.20; 
3unker Hill, $6; Plymouth, $6.35. 


WASH BOILERS. 

Copper.—No. 148, $45.60 per doz. 
net; No. 149, $42.90; No. $40.20; Now 
9, $42.60. Tin, No. 81X, $23 per doz. 
net; No. 91X, $24.50; No. 81XX, $30; 
No. 91XX, $32. 


WASH TUBS. 
Wash Tubs.—No. 200, $15 a doz. 
net; No. 300, $18. 





AT [ ANT Favorable Weather Has Stimulated Trade 
+ Few Price Changes Were Recently Made 


(Atlanta office of HARDWARE AGE) 

ATLANTA, GA., Feb. 25.—Recent sunshiny days and warmer 
weather have stimulated hardware sales in territory covered by 
Atlanta hardware jobbers. Increased business is especially noted 
in extreme Southern territory, although sales in other parts of the 
territory indicate a very good volume. Cotton rope back bands, 
collars, forks, garden tools, plow tools and lawn goods are items 
leading in sales at the present time. 

Optimism is still prevalent throughout the Atlanta jobbing trade 
and all appear confident that the present year will be a good one. 

Collections at this time are reported as being fair. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. ATLANTA. 


ALUMINUM WARE. hooks, $1.75 per doz.; Humane back 
: band, $4.50 per doz.; No. 24 Humane 
1 pint dippers with blackwood han- back band, $6.00 per doz. 

dles, $1.50 per doz.; 1 pint dippers, Back Band Webbing.—No. 0, 4 in., 
with aluminum handles, $2.00 per $5.25 per 100 ft.; No. 0, 5 in., $6.50 per 
doz.; Cake turners, 60c. per doz.; 100 ft.; No. 1, 4 in., $3.50 per 100 ft.; 
Syrup pitchers, $4.50 per doz.; 6 qt. No. 1, 5 in., $4.25 per 100 ft. 
tea kettles, $9.00 per doz.; 6% qt. = 
kettles, $11.00 per doz.; 2 qt. double r 
boilers, $6.00 per doz.; 4 qt. convex BALE TIES. 
kettles, $6.00 per doz.; 6 qt. convex 9 ft., 16% gage, $0.93 per bundle; 9 
kettles, $7.50 per doz.; 8 qt. convex ft., 16 gage, $1.05 per bundle; 9% ft., 
kettles, $8.50 per doz.; 10 qt. convex 15% gage, $1.20 per bundle; 9% ft., 
kettles, $10.50 per doz.; 2 qt. convex 14% gage, $1.45 per bundle. 


sauce pans, $3.50 per doz.; 3 qt., $4.50; 
4 qt., $6.00; 4 qt, water Se oh eb BOLTS AND NUTS. 

$6.50 per doz.; 10 qt. dish pans, $7.0¢ a ; Cre pal 
per doz.; 14 qt. dish pans, $9.00 per salen Pagina Bose Of: oe 


doz. 60-10 per cent off; lag screws, 60 per 

cent off; hot and cold pressed nuts, 

AIR RIFLES. 50-10 per cent off; stove bolts, 75 per 
No. 20 Daisy, $7.20 per doz.; No. cent off. 


12, $12.00 per doz.; No. 11, $16.00 per 
doz.;: No. 3, $24. 00 per doz. : No. 25, BROOMS. 


$40.00 per doz.; No. 30, $20. 00 per doz. 4 string house broom, $4.50 per doz.; 
Little Daisy pop guns, $3.20 per 5 string heavy broom, $6.00 per doz.; 

doz.; No. 14 pop guns, $6.00 per doz. Split bamboo push broom 14-in. with 
Air Rifle Shot.—2*-o0z. lead_ shot, handles, $7.50 per doz. 


$3.50 per 100 tubes; 4-0z., $4.50 per 
100 tubes; 2%-oz. steel shot, $3.00 per CLOTHES LINES (WIRE). 
100 tubes. 50 ft., $2.00 per doz.; 75 ft., $3.00 per 
doz.; 100 ft., $4.00 per doz. 


AXES. 
Single bit, base weight; unhandled, CLOTHES PINS. . ~ 
$14.65 to $16.00 per dozen. Double bit, Common, 28c. gross; spring, Tac. 
$19.65 to $20.50 per dozen. Single bit gross. 


with No. 1 handles, $18.90 per dozen. 


Double bit with No. 1 handles, $23.90 COTTON COLLARS. 


per dozen. Per Doz. 
EMRTOTE COMATE 6c 0 os cece cs cics $10.00 

BACK BANDS. Lankford Jr. collars .......... oe 
es Sams RE Aceh alte e tena ae 3.00 

No. 79, Shop hook, back band 5 in., See ek cotues yo 650 


$3.50 per doz.; No. 122 — — 
back band 5 in., $3.50 per doz.; No. 

R19 back band with boss hook. $3.00 | COTTON ROPE. © 
per doz.; No. BS back band _ less 25e. to 30c. per Ib. 








DUSTERS (FEATHER). 


12 oz., $3.50 per doz.; 14 0z., $4.50 
per doz.; 16 oz., $5.50 per doz.; 18 
0z., $6.00 per doz. 


FILES. 


Simonds files, list, less 50 per cent. 
Black Diamond, list, less 50 per cent 
Great Western, list, less 60 per cent. 
Royal, list, less 70 per cent. 


FORKS. 
Per Doz 
4 tine manure forks.......... $10.80 
5 tine manure forks.......... 12.50 


6 tine manure forks.......... 
10 tine seed forks.............. 
12 time weed TOTKGs 66 6cins ccccas 


GALVANIZED BARBED WIRE. 


2 point heavy cattle, $2.50 per 80 
rod roll; 4 point heavy cattle, $3.50 
per 80 rod roll; 4 point heavy cattle, 
$3.50 per 80 rod roll. 


GALVANIZED WARE. 


* No. A tubs, $4.00 per doz.; No. 0, 
$5.20 per doz.; No. 2, $7.20 per doz.; 
No. 3, $8.40 per doz. 

8 quart galvanized pails, $1.98 per 
doz.; 10 quart, $2.24 per doz.: 12 
quart, $2.46 per doz.; 14 quart, $2.76 
per doz.; 16 quart, $3.34 per doz. 

10 quart galvanized fire pails, 
round bottorh, stenciled, $4.50; 12 qt., 
$4.75 per doz. 

5 gal. garbage cans, $6.35: 7 gal., 
$8.75; 10 gal., $9.25 per doz, 





| GRINDSTONES. 


fe, per Ib. Common. grindstone 
fixtures, $6.00 per doz.; ball bearing 
grindstone fixtures, $16.00 per doz. 


HANDLES. 


No. 1 D spade snovel and scoop 
with steel D4, $4.00 doz.; No. 1 D cot- 
ton seed fork with steel D cap strap 
and ferrule, $6.50 doz.; No. 1 D spad- 
ing fork handle with steel [PD can 
strap and ferrules, $6.00 doz.; No. 1, 
4% ft., bent shovel handles, $4.00 per 
doz.; No. 1, 4% ft., bent spade han- 
dles, $3.50 per doz.; No. i. 
plain manure fork handles, $2. 50 per 
doz.; No. 1, 4% ft., with cap strap 
and ferrule, a 00 per doz.; No. 1, 
6 ft. rake handles, $3.00 per doz. 


| HANDLES (HOE). 


No. 1, 5 ft. Goose neck hoe handles, 
$2.00 per doz.; No. 1, 5 ft. goose neck 
hoe handles with ferrules, $2.40 per 
doz. 
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HARDWARE CLOTH. | Hose Couplings, % in. % in, and 60 220 oo... sss seeevoeseene 3.71 

Lineal | M4 dn, $2.00 doz. 12 W280 oo. kes c sees eeees 4.45 

Sat ee Hos hers.—1 lb. cartons, 50c. 2 in,—l—? 2.07 

Inches Ft. Rolls Per Roll ae em) Eh OREN, SF ‘i ogaee Ga a > 

a 91 ( ” OF ' 15 In, arrester vee DE 

- XxX: - rH teens “ . 0g Hose Clamps—%4 in. galvanized 24 iM—1—20 oe eeeeeeeees vee 8,80 

. x . + 100 seeeeees , 10°85 hose clamps, 5c. doz.; 5 in, galvan- i | sas Bld 

Hes . 94 1 vnveonens 74) ized hose clamps, 40c. doz. 48 in,—1—20 2... eee .. 6.90 

os? + 100 deldahaadade 0°85 Lawn Mowers.—No, 200, 14 in, 4 NMED 565 csvisanidviersde 8.62 

exe lee abetes i 4 blade ball bearing Stearns, $6.50 each; (Ve) a | 10.35 
3X3 4 ine: 8 60 No, 200, 16 in., 4 blade ball bearing oe 
ret : +14 seneeeeee 10°75 Stearns, $6.75 each; No. 200, 18 in., RAKES. 

7. - iacetaapee 12°80 4 blade ball bearing Stearns, $7.00 Der Den 
SS a + ee et each; No. 35, 16 in., 5 blade roller 9 ™ oe 7? 
6 x 6 24 ae 9.18 ae Me: - . kT oF 1S TING DOW TAKEO, ..6.65 65000054 $8.60 
ee en 100 11.49 bearing Stearns, $12.00 each; No. 35, 1: Slee tne caban 9 ( 
5 See «4 x4 18 in., 5 blade roller bearing Stearns, Pi EE AE a A 9.00 
6x6 36 eer (Sa speek 15.06 $12.50 each: No. 35, 20 in., 5 blade 20 FIDO DOW TAKES... 652. sss seins 9.50 

: roller bearing Stearns, $13.00 each. ed a eee rakes........ 5.00 
HOE (HANDLED). Sprinklers.—Rain King Sprinklers, i] Mun camentee Jog Jovseecee ee 

ARE , $2.35 each; Giant Rain King Sprink-* eon fos hl ee Aa IE 4.00 

6 in. light cotton with 4% ft. han- lers, $6.67 each. 16 Tine malleable rakes........ 7.50 
dle, $6.50 per doz.; 6% in., light cotton Sistine, «tienes abeaee $9.00 per £0 Fee TORU TREO. «2 5...5.506:0'. 5: 13.50 
with 44 a ft. handle, 40.09 yes — doz.: 8 in. hedge shears "$1 E) each: Steel flexible brume rakes...... 7.65 
7_in., lig t cotton with 5 ft. handle, in as ” : F 
$7.70 per doz.; 7% in., light cotton ° Doo Kis Prodathes ites iktip grass SINGLETREES. 
with 6 ft. handle, $8.05 per doz.; 8 in., shears, $10.80 per doz.; Doo-Klip long E Per Doz. 
light cotton with 5 ft. handle, $5.30 handled grass shears, $18.00 per doz.; 24 in., steel solid or swivel 
per doz. Doo-Klip pruners, $10.80 per doz. WORTEP 2.02 cservcccrssssevccses $5.00 

6 in., regular cotton hoe with 41% 26 in., steel solid or swivel 
ft. handle, $6.85 per doz.; 6% in., LOGGING TOOLS. COI i ees ce Vepice esata es 5.06 
ee Se ae with 4% = _— Rach 36 in., steel doubletrees solid or 
dle, $7.25 per doz.; 7 in., regular cot- ~ = BWIVE] COMEET  .s<ic cco sccscsee 8.75 
ton hoe with 5 ft. handle, $8.05 per ae aine ee PET ORs aot . 32 in., steel doubletrees solid or 
doz.; 7% in., regular cotton hoe with Sinan MNGiA 2... 5... ec can 3°95 MWIVEL COUEEE os o:s.5100'45 20:3 0: 8.50 
5 ot ee eee wer oe: Bin, | en hetero Der or 24 in. or 26 in., hickory single- 
regular cotton hoe with 5 ft. handle, No. 1 logging dogs on grab trees with end hoop hooks.... 4.00 
ee per wee — - th 4% Sg aia aie ear ie $4.50 , as Saeney singletrees with 

644 in., straight shank hoe wi 6 . parent ong back straps with 
ft. handle, $7.20 per doz.; set nit a ee ae ee OS ee 
straight shank hoe with 5 ft. han- J wine dnon ox 4 “ah 26 in., hickory singletree:s ith 
dle, $8.05 per doz.; 7% in., straight jee aes ee ae ae 7.00 full back aaa... 6.00 
shank hoe with 5' ft. handle, $8.40 Peavies with 2% x 4i hickory 
per doz.; 8 in., straight shank hoe etc a baka ee ei SKATES. 
with 5 ft. handle, ¥5.75 per dos. Cant hooks, 2% x 4% hickory Chicago roller skate line, No. 181, 
7 in., black land cotton hoe, with “pedi be ts peated 24.00 $2.65; No. 183, $2.75; No. 185, $2.75: 
Moe re ree bangle og bg avon Cant hooks handles, 2% x 414 No. 101, $1.35; No. 103 and 105, $1.40. 
lack land cotton hoe with 5 han hickory handle .............. 7.50 Ho. 5, Union roller skates, $1.75; 
dle, $7.50 per doz.; 8 in., black land No. $1.75; No. 4, $1.65; No. 130 
cotton hoe with 5 ft. handle, $7.95 MATTOCKS $2. iy "No. 130L $2 15 va ee 4 
per doz.; 9 in., black land cotton hoe ome ° ke a alin. « ; 

: D +: , aah Skate keys, 30c. per doz.; extra 
with 5 ft. handle, $8.65 per doz.; 1v cs Per Doz. wheels, 10c. extra 
in., black land cotton hoe with 5 ft. 5 lb. short cutter mattocks 4 in. $8.50 Boys’, No. W1B $1.15; Girls’, No 
handle, $9.85 per doz. 6 lb. long cutter mattocks, 4% in. 9.00 WIG, $1, 90. esr ae , ‘ 

HARNESS GOODS. MOPS (COTTON). ; STOVE PIPE ELBOWS. 
Per Doz 14 0z., $5.50 per doz.; 18 0z., $6.50 Per 100 Jts. 
A. * Rea r j ye inging = 
1 in. bridles with cupped blinds $12.50 Bee coe gg Bright, self-wringing, 29 gage 5 inch pipe............. $12.00 
1% in. bridles with cupped ‘ i = cate 7 6 — = tenet eee noes ey 
TE + ions Scceetie caer ness 14.56 se 7 inch pipe............. o. 
ee ree reeetaas ttt ase = Senn ee Ce. 29 gage 7 x 6 inch pipe......... 16.00 

Bn agiy sidtiade pABCon ng 20.00 Per Doz. 1 piece corrugated elbows, 30 

: gee eee eS 2 LSet 5 Bev ceca bash use sence ieee $7.50 gage 5 inch ................. 1,25 
1% in. bridles with square 5 to 61 Re tite 

7 DO PD oGkNnes5s ookd > eeoee ei we 8.20 1 piece =e elbows, 30 

blinds less reins .......... - 10.00 RU A ee he tee 9.00 oe a Ss See ee 1.35 

Leather Lines SS Ces aan ee ean a 10.00 1 piece corrugated elbows, 30 
Per Doz. LS eee rrr re 12.50 RO FA 5 ov ssn see ¥en ae ss 1.95 
1 in. x 14 check lines .......... $36.00 = a 

1 in. x 16 check lines .......... 39.00 PLOW HANDLES. STRAP HINGES. 
1% in. x 16 check lines ........ 45.00 ee pe Per Doz 
1% in. x 18 —_ _ imackione aren Pairs Pairs 
1% in. x 16 check lines ........ 48.00 " 2 OE ae a ae $ .65 
1% in. x 18 check lines ........ 54.00 ha } ee. se eeeercrcresccese $6. +f Bah) MEME circ acca s Sa vec eskwesa .80 
1 in. single wagon lines ....... 24.00 No. 14%, ft. > EAS 300 5 in. Wight .......ceceecsccesees 1.00 
DOO. 2D Tes WUPMOE, oak on cc ccc nce Bind ; sag aot Apes ar eke epiphone ye 
LAWN GOODS. : . =. —. Pe, Peer ery eer = 
- : " POST HOLE DIGGERS. 5 in peu eer eer ere ee eeeeeseee 1°25 

Garden Hose.—% in. 6 ply 50 ft. $14.00 and Rip ene ok ree : 
sections Good Luck with connections, ae = : oy veal d ag yal aah dad ge as ef 
10c. ft.; % in. 6 ply 25 ft. sections, Ae StS yh ott MISE TEE Me Ratan tora od te 
Good Luck with connections, 10%c. POULTRY NETTING. 10 in. heavy oo eet Fhe Cees a m'Sitie 4.25 
ft.; 5 in. 6 ply 50 ft. a, — Hexagon or 12 in, heavy .....-.-.+s+sseeeees 6.75 
with connections, 8c. ft.; in. ply straight line Per Roll . 

25 ft. sections, Leader with connec- op get = eee $ .90 WASH BOARDS. 
tions, 8%c. ft. Nelson’s Hose Mend- BS BO a oon o:.900.0. 0:00 0 0:0:0 01010 1.29 King Wash Boards, $3.50 per doz.; 
ers, 35c. doz. ; NS SS eae Per ere 1.52 Oval Oak Wash Boards, $4.50 per doz.; 

Hose Coupling.—% in., % in., % in. Be 2 eee ern an 2.24 No. 66 Brass Wash Boards, $6.50 per 
Common, $1.25 doz.; Nelson P. C. | 48 in—2—20 ......... 00.2. 2.97 | doz. 





Survey Indicates That Independent Dealers Sell 47 Per Cent of Electric Farm Appliances 


ee to an analysis recently completed by 
Woman's World 47 per cent of the electric appli- 
ances in use on electrified farms were purchased from 
independent dealers in nearby towns. Only 11 per cent 
were bought from local light and power companies. 

The same survey further discloses that two-thirds of 
the electrified farms have washing machines, which is 
a higher percentage than that shown for the urban 
homes surveyed by the same publication and represents 
the response of the farmer to the solution of one of the 
most irksome tasks of the housewife. 

The complete list of electric appliances in the 529 
electrified farms covered by the survey is as follows: 
Washing machines, 350 or 66 per cent. 


Vacuum cleaners, 220 or 42 per cent. 
Curling irons, 197 or 37 per cent. 
Toasters, 185 or 35 per cent. 
Fans, 72 or 14 per cent. 
Percolators, 66 or 13 per cent. 
Grills, 53 or 10 per cent. 
Ranges, 52 or 10 per cent. 
Heaters, 50 or 9 per cent 
Refrigerators, 24 or 5 per cent. 
Fireless cookers, 12 or 2% per cent. 
Radio sets were reported in use on 1189 farms and of 
this number only 94 or 8 per cent are operated from elec- 
tric light sockets. 


Reading matter continued on page 68 
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A 20 GAUGE AUTOLOADER 
ington 
FIRST ON THE MARKET 


PORTSMEN are waiting for this fast 
light-weight, hard-shooting little gun. 





Weighs approximately 6% pounds..... 
Shoots 2%" shells — long range, heavy loads. 
Made with 26’ and 28’ barrel, plain or ribbed. 
Price, same as 12 gauge. Order from your 
jobber now. Deliveries in the early summer. 


When the shooting season opens be pre- 
pared to show the 20 gauge Remington 
Model 11 and supply the big demand which 
will follow our national advertising. 

Don’t overlook the world’s smoothest 20 


gauge—the Remington repeating shotgun, 
Model 17—for those shooters who prefer 


the pump action type. 
REMINGTON ARMS COMPANY, Ine. 


Originators of Kleanbore Ammunition 


25 Broadway New York City 
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Trade Shows Some Gains 


WIN CITIES: 
N “4 Dealers Are Optimistic Over Prospects 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, MINN., Feb. 25.—The hardware convention which 
was held in Minneapolis last week was very much of a success as a 
drawing card for the merchants and wholesalers, as hardware deal- 
ers from many of the States in the vicinity of the Twin Cities at- 
tended. The wholesale houses were very busy and the exhibits at 
the convention attracted many buyers. From the attitude of the 
dealers, previous predictions of a good year for business seem to 
be substantiated. 

In South Dakota the total returns for 1929 are figured at about 15 
per cent ahead of the previous year, and that amounts to several 


million dollars. In Minnesota the gain was substantial also, while in | 


North Dakota the returns fell behind the previous year. Taken as 
a whole, the Northwest seems to promise a quite satisfactory year 
in business. 

Collections are reported as being about normal, with present trade 
in the larger centers showing rather dormant. With the opening of 
spring activities, however, better trade is sure to come. 

Prices have not fluctuated to any extent. In this week’s report 
are a number of items of seasonal character on which quotations 
have been added. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.0.B. MINNEAPOLIS OR ST. PAUL. 


AXES. GRASS SHEARS. 
Single bit, base weight, unhandled “Doo-Klip” grass shears, $10.80 
axes, $15 to $16.50; double bit, 32 0. " doz.; ‘“‘Doo-Klip’” long handled grass 
to $21. 50; single bit, handled, $19. shears, $18.00 doz. net. 


double bit, handled, $24.25 doz., net. 


LAWN GOODS. 


BOLTS. Nelson's py a Clinching hose 
eae aaa ‘hi couplings, 2.25 per doz.; Perfect 
suet ed tee ae nee ake bowed Clinching hose menders, 90c. per doz. 
lag screws, 60 per cent from stand- 
vn gle all LAWN HOSE. 
—_——, 5-in., 3-ply, 5%4c.; 
RADS. 100d Luck, %-in., 6-ply, 9c.; Bull 
B S. J a at <s Dog, ®%-in., 7-ply, 12%c.; Manhat- 
Wire brads, in 25-lb. box, at 75 per tan Whipcord Molded, %-in., in 500- 
cent from lists. ft. bales, black, 7c.; red, 7%%4c. 
. ate ft.; coupled in 50-ft. lengths, black, 
BUILDING PAPER. 5-in., $7.30; red, $7.80 per 100-ft., 


Red rosin sized building paper, net. , 


$2.52, and tarred felt, $2.80 cwt., net. LAWN MOWERS. 


CHAIN. fee. Style A * 15-in., $18.00; 
: . 17-in 20.25; 19-in. 22.50 1-in 
Log chain, coppered, 4 x 14, $1.56; 2 vi: ? ; 
5/16 x 14, $2.11; % x 14, $2.89; self 36.09 each, net. 
colored, 4 x 14, $1.40; 5/16 x 14, $1.88; 
% x 14, $2.54 each; proof coll chain, MILK CANS. 
1% in., $8.78; % in., $16.0 % in., Railroad, wide neck, 8-gal., $2.75; 
$26.13; 5% in., $41.82 per ioe rt. 10-gal., $2.85 each, net. 
EAVES TROUGH, CONDUCTOR | NAILS. 
PIPE AND ELBOWS. en Ny gg oe es 
soate vir ails, $2.$ -Ib. 
Eaves trough, 28-ga., 3-in., slip | keg base. Y ; aud 
joint, 5-in., in crates, $5.25; 6-in., | 


$6.40; conductor pipe, 3-in., in crates, POULTRY NETTING. 


not nested, $5.10; 4- -in., 15 per 100 R 
lin. cece” 3-in. Hi 73° 4-in., Hexagon, 6314 per cent from lists. 


$2.88 doz. net. 
oe NERS. 
FILES. | *“Doo-Klip” pruners, $10.80 doz., 
First quality files, 50 per cent, and | net. 
jobbers’ brands, 60-10 per cent from 
list. REGISTERS. 


Cast iron or wrought steel regis- 





GALVANIZED WARE. ters, 40-10 per cent from lists. 
Standard galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-at., $3.10; stock ROPE. 
pails, 16-qt., $4.70; 18-qt., $5.50; Best grade manila rope, 23c. Ib.; 
standard tubs, No. ~/~, se 15; No. 2, second grade, 19c. lb.; best grade 
$8.00; No. 3, $9.35; avy, No. sisal rope, 17%4c. Ib.; second grade, 
net. 


| ROLLER SKATES. 
| Union line, extension, web heel and 
toe straps, plain steel rolls, 75c. per 
pair. 
Same for boys, with self-contained 
ball bearing wheels, $1.45 pr. Same 


GLASS AND PUTTY. 


Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 


$13.20; No. 2, $14.40; No = $15.60 hy | 16%4c. Ib. 
| 
| 

lb. steel drums, $5.35 cwt., net. 


for girls, with self- ~ enaeaaaia ball 
bearing wheels, $1.45 p 

Chicago line, No. P81, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.35; No. 103 and 105, $1.40. 


SANDPAPER. 

Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 78c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


| SASH CORD AND WEIGHTS. 

Sash cord, best grade, 58c. lb. base; 
second grade, 31c. lb.; third grade, 
25c. lb. base, net and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS. 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 37% per cent; round 
head brass, 32% per cent from lists. 


SCREEN DOORS AND WINDOWS. 
Doors, common, 2-8 x 6-8, $1.65 
each; fancy, $2.60 each; screens, Con- 
tinental, extension, 24-in., $9.75 doz.; 
Wabash, extension, 24-in., $5.35 doz., 
net. 


SOLDER. 
Warranted half and half solder, 
28 lb., afd strictly half and half 
solder, 29 lb., in 100-lb. boxes, net. 


| STEEL SHEETS. 

Galvanized steel sheets, 24-ga. 
(base), $4.65; black steel sheets, 24- 
ga. (base), $3.90. Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 


TIN. 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 lb., coating, 1C, $14.75 box, net. 


TIRES AND TUBES. 

Mansfield tires, 30 x 3%, Liberty 
cord, $4.17. Mansfield heavy duty 
oversize, Liberty, 32 x 4, $7.95. 

Mansfield heavy duty, 32 x 4, 
$10.59. Mansfield double service, 29 
x 4.50, $10.68. Mansfield double ser- 
vice, 32 x 6.50, $21.74. 

Tubes, 30 x 3%, Mansfield, $1.13. 
Tubes, 29 x» 4.40, Mansfield, $1.24. 
Tubes, 30 x 3%, Liberty, 90c. Tubes, 
29 x 4.40, Liberty, $1.13. Tubes, 32 x 
6.00, Liberty, $1.99. 


WHEELBARROWS. 

Hardwood stave tray, $34.20 doz.; 
selected hardwood stave tray, $40.80 
doz.; tubular steel tray, 4% ft. ca- 
pacity, $7.20 each; Gopher garden, 
$3.75 each; American garden, $6.25 
each, net. 


WINDOW VENTILATORS. 
Window’ ventilators, Continental, 
No. 837, $2.80; No. 1137, $3.45, No. 
1145, $4. 40; No. 1437, $5.00; De-Flekt- 
| Air, No. 63, $2.50; No. 87, $3.00; No 
| 88, $4.70; No. 117, $4.35; Diamond E 
No. 01B, $3.60; No. 01, $4.40; No. 2, 
> . “4 3 5. . . . 








| No. 3L, $7.20; No. 4, $7.60; No. 5, 
$8.40 doz., net. Wurldbest, No. 2, 
$1.75; No. 3, $2.00; No. 4, $2.50; No. 
} 5A, $3.00; No. 6A, $4.00; No. 6B, 
$5.50; No. 6C, $5.00 each list, with 
dealers’ discount of 334% per cent. 


| WIRE. 
Galvanized barbed cattle wire, $2.89 
per 80-rod spool; galvanized barbed 
hog wire, $3.09 per 80-rod spool; No. 
| 9 (base), smooth, galvanized wire, 
$3.50 cwt., and No. 9, smooth, black 
wire, $3.05. 


| WIRE CLOTH. 

j Black, painted, 12 x 12 mesh, $1.65; 

| aluminum finish, 12 x 12 mesh, $1.85 
per 100 sq. ft., net. 


Reading matter continued on page 70 
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Mieet Anybody’s Prices 


and Make Long Profits 


with This Line 
of 

GARDEN 055 

TROWELS 


















[St 


PER DOZ. 


Chi 


PER DOZ. 
















STRONGLY 
SHAPED 
No. 3 
No. 2 A heavy service garden trowel, SHANKS 
Green enameled metal, average 16 gauge metal — sharp- A 
average 17 gauge, with ened point, shellaced hardwood guard against 
aheltaced haradweed handle—a good 25 cent value—a ps 
3 wonderful 10 cent leader. bending. 


handles—a good 10 
cent seller. 


Joe a dozen 
65e a dozen 


LOOK at these PRICES . . THINK of the PROFITS 


A big volume of automotive stamping business left us at the end of 1929 with an 
unusually large amount of salvage metal on hand. Idle punch presses were put 
to work turning this sheet metal into garden trowels. In making the dies particu- 


No. 1 
Pinle satel, avernse lar care was taken to make the shanks long and strong to guard against bending. 
19 gauge thickness, Z . - 2 
with shellaceg hard- When you see these trowels, you will place their retail value even higher than we 
wees bey have. Ordering direct from the factory, you make the full profit yourself. If you 


5 cent special. . 
want to see them before ordering, samples will be sent on memo billing to rated 


dealers who request them. 


ORDER DIRECT FROM THE FACTORY 


Minimum order 10 dozen assorted as 
desired, all prices f. o. b. Akron, Ohio. 


THE AKRON-SELLE COMPANY 


_Established 1873 AKRON, OHIO Metal Stamping of all Kinds 


40e a dozen 
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NEW YORK 


NEW YoRK, Feb. 25.—A slight, but noticeable improvement in 
trade has registered with Metropolitan jobbers during the past 
week. While the first two months of the year are always dull months 
in the hardware business, January was an unusually quiet month for 
local jobbers. However, trade so far in February has shown a slight 
gain over the preceding month and a gradual improvement is pre- 
dicted until the spring demand gathers impetus, as usual, early in 


March. 


Current orders denote a continuance of hand-to-mouth buying in 
Certain spring lines, such as screen wire, garden hose, 
steel goods, garden tools, lawn mowers, incubators, sprinklers, lawn 
goods and poultry supplies are being shipped in increasing volume. 

Minor price revisions have been numerous lately, but few changes 
In the main, there were about as many 
declines as advances effected and most were in the nature of small 


most lines. 


of importance were made. 


re-adjustments on a few specific numbers of large lines. 


Collections are slow in some particular sections and satisfactory 


in other localities. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O0.B. NEW YORK. 


BOLTS AND NUTS. 


Carriage bolts and lag screws, all 
sizes, 60 per cent off list. 
es Stove bolts, 75 and 10 per cent off 


“Machine bolts, all sizes, 60 per cent 
off list. 
Step bolts, 


BUTTS. 


Loose Pin, 
x 3, 18c. per 
lots. tomy case 
3% x 3%, 16c. 
case ote Full case lots, 
pair. 4 x 4, 231%c. per pair in less 
than case lots. Full case lots, 22c. 
per pair. 4% x 4%, 52c. per pair. 
5 x 5, 94c. per pair. 


CEL-O-GLAS OR VIMLITE. 


36 in. wide, 100-ft. rolls, $30.28 
each; 36 in. wide, 50-ft. rolls, $15.19 
— 36 in. wide, 25-ft. rolls, $7.60 
each, 


CLOCKS AND WATCHES. 


Pocket Ben Watches, plain, $1.05 
each, luminous, $1.58; Baby Ben 
Clocks, plain, $2.29; luminous, $2.98; 
Big Ben Clocks, plain, $2.29, lumi- 
nous, $2.98; Auto Clock, plain, $1.50, 
luminous, $2.10; Baby Ben De Luxe 
Clocks, plain, $2. 46, luminous, $3.16; 
Big Ben De Luxe Clocks, plain, $2.46, 


50 per cent off list. 


Plated Steel Butts, 3 
pair in less than case 
lots, 16c. per pair. 
per pair in less than 
144%c. per 


luminous, $3.16; Sleep-Meter, plain, 
$1.40, luminous, $2.10; Tiny Tim 
Clocks, $1.50 each; Monitor Clocks, 
75c. each; Ben Hur Clocks, plain, 
$1.76, luminous, $2.46; America 
Clocks, plain, $1.05. 

COAL HODS. 

Galvanized, plain body, open type, 
16-in., 39c. each; 17-in., 42c. each; 
18-in., 46c. each. 


EMERY CLOTH. 


Per quire—24 sheets. Sizes 00, $1.19 
per quire; size 0, $1.19 per quire; size 
%, $1.23 per quire; size 1, $1.30 per 
~—: size 1%, $1.36 per quire; size 

$1.45 per quire; size 2%, $1.56 per 
een: oy 3, 8 per quire; Crocus 
cloth, $1.19. 


FILES. 
First quality files, 50 per cent from 
list. Competitive quality files, 60 and 
10 per cent from list. 


GRASS AND PRUNING SHEARS. 


“Doo-Klip’’ grass shears, $10.80 
per doz.; ‘‘Doo-Klip’” Long Handled 
grass shears, $18.00 per doz.; ‘‘Doo- 
| Klip”? Pruners, $10.80 per doz. Com- 
petitive grass shears 5% in. blades, 

25c. each. Good quality, 5% _ in. 
| blades, grass shears, 75c. each. High 
grade grass shears, 7 in. blades, $1. HO 


each. Competitive Pruning Shears, 
25c. each. Other Pruning Shears, 
| 64c., 67c., $1.05, $1.15, $1.20, $1.66, 


$1.83 and $2.50. 


| JUVENILE VEHICLES. 


Velocipedes, No. 840, $5.95; No. 841, 

| $6.55; No. 842, $6.90, and No. 843, 
| $8.15 each; No. 850, $7.50; No. i 
| $7.80; No. 852, $8.15; “" he $9.7 
| Sidewalk cycles, No. 900, $9.40: No. 
| 910, $10.65 each; No. oo, , $17. 50, and 
| No. 932, $17.50 each. 
Coaster wagons, No. 750, $1.80 each; 
No. 751, $2.25, and No. 1761, $3.25 
| each. Doll carriages, No. 200, $1.60; 
No. 216, $3.35; No. 222, $3.90; and No. 
| 232, $6.50. Prices are each and net. 

Doll coaches, No. 262, $3.65; No. 
266, $6.25, and No. 270, $10.95. Prices 
are each and net 


LAWN MOWERS. 


8-inch wheel, 
ing, 12-inch reel, 
$5.00; 16-inch 


3 blade, plain bear- 

$4.50; 14-inch reel, 
reel, .25; 8-inch 
wheel, 4 blade, ball bearing, 12-inch 
reel, $5.50; 14-inch reel, $5.85, 16-inch 
reel, $6.20; 9 inch wheel, 4 blade, ball 
bearing, open wheel, 12-inch reel, 
$5.85, 14-inch reel, $6.20, 16-inch reel, 
$6.50, 18-inch reel, $7.25; 10-inch 
wheel, 4 blade, ball bearing, 12-inch 
reel, $6.15, 14-inch reel, $6.50, 16-inch 
reel, $6.85, 18-inch reel, $7.75; 10-inch 
wheel, 5 blade, ball bearing, 15-inch 
reel, $12.00, 17-inch reel, $12.75, 19- 
inch reel, $13.25, 21-inch reel, $14.00; 
11-inch wheel, 5 blade, roller bearing, 
15-inch reel, $19.00, 17-inch reel, 
} $20.00, 19-inch reel, $21.00, 21-inch 
| reel, $22.00. March 1 dating is allowed. 





LINSEED OIL. 


Linseed oil, raw, per pound: Single 
barrels, 14.8c.; 5 barrels or more, 
14.4c.; carload lots, 14c.; tank cars, 

| 13.2c. Prices apply to the Metro- 
politan area and include truck de- 
livery of small lots to store door 
within prescribed limits. Tank car 
prices include delivery within a stip- 





| 
| 
| 


Trade Shows Gradual Improvement 
Minor Price Changes Are Numerous 


ulated zone. Boiled linseed oil is 
quoted at 4c. per pound additional. 


NAILS. 


Wire nails, Standard New York 
Stock extras apply to the following 
base prices in the localities indicated. 
Base price for New York City, 
Brooklyn, Queens, Westchester, and 
New Jersey is $3.35 per keg; in Nas- 
sau and Suffolk counties, $3.50 per 
keg. Cut nails, less than 10 kegs, 
$3.90; over 10 kegs, $3.65 per keg. 


ROLLER SKATES. 


Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps ad web heel, 78c. per pair; 
same for boys with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.52 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 19c. each; 
ball bearings, 15c. per 400; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding 
bolts, 65c. per 100, and toe clamps, 
12c. per pair. 

Chieftain line, No. 400, for either 
boys or girls, self- contained _ ball 
pang ead $1.45 per pair; Redskin line, 
for boys or girls, 84c. per pair. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2. 75; No. 101, 
$1. 83; and Nos. 103 and 105, $1.38 per 
pair, 


| SASH CORD. 


Sash cord, Samson Spot, No. 7, 
61c.; No. 8, 60c.; Aetna, No. 7, 30c. 
per "lb.; No. 8, 29c. per ‘b.; Phoenix, 
No. 7, 43c. per lb.; No. 8, 42c. per lb. 

Sachem, No. 8, 38c. per lb.; No. 9, 
33c. per Ib. 


_ SANDPAPER, BOXED. 





| 


Reading matter continued on page 72 


Size 00, 100 sheets, 83c. per box; 
size 0, 100 sheets, 83c. per box; size 
1%, 100 sheets, 89c. per box; size 1, 
75 sheets, The. per box; size 1%, 50 
sheets, 56c. per box; size 2, 50 sheets, 
65c. per box; size 214, 50 sheets, 7l1c. 
per box; size.3, 25 sheets, 41c. per 


box. 

Utility packages of sandpaper, 6c. 
each. Full cartons of 72 packages 
are subject to an additional per 
cent discount. 


SCREWS. 


Wood screws, flat head, bright 
iron, 45 and 10; round head, blue, 40 
and 10; round head, iron, nickel 
plated, 25 ad 10; flat head, galvan- 
ized, 17% and 10; flat head, brass, 
3714 and 10; round head, brass, 32 
and 10. These discounts apply to 
new standard screw lists. Full pack- 
age lots take an extra 5 per cent. 
chine screws, flat and round 
head, brass, 60 per cent discount. 
Iron, 60-74% per cent discount. 


TIRES AND TUBES. 
a tires, 4 ply, balloon type, 


29 4.40, $7.40; tubes, $1.50; 30 x 
4.50, $8.25; tubes, $1.60; 29 x 4.75, 
- $9.55; tubes, $1.70; 29 x 5.00, $9.90: 
tubes, $1.75; 30 x 5.00, $10.20; tubes, 
$1.80; 31 x 5.00, $10. 65; tubes, $1.85; 
32 x 5.00, $11.75; tubes, $1.90; 28 x 
5.25, $11.10; tubes, $1.85; 30 x 5.25, 


$11.90; tubes, 31 x 5.25, $12.25: 
296 $2.05; 29 x 5.50, $12.65; tubes, 


Same, 6 ply, 31 x . 25, $14.70; tubes, 
x Pgs $16.05; tubes. $2.35: 
6.00, $16.15; tubes, 2.25; 31 x 
6.00" $16.65; tubes, $2.30; 32 x 6 00, 
$16. 96; tubes, $2. 40; 33 x 6.00, $17.55; 
tubes, $2.55. 
Tire display racks, $10.00 
Prices in all instances are each. 


each. 
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American Steel & Wire Company 


NATIONAL ADVERTISING 
Makes All Roads Lead to Your Store 

























Ow ef 
ie? gies 
































P 
S St Ke £ S 
‘s R eo go0h De ose Laloeces pe ai co 
a> piceyeve™ wa fe aan) ov 
2 s jet Cree so ao Fo0 ec} ad —————————— 
gee ee SA SOM AOD ESC can FO ves SCT ; WILSON 
ONG Ss ." see Co pall AMERICAN "STEEL & WIRE COMPANY 


e , UM Hew D FENCES AND WIRE PRODUCTS _ 






ZINC INSULATE 








~v-v 


Zint insulated Fences : 
( 














Steel Fence Posts 
American Steel Gates 
Protector Poultry Fence 
Union Lock Poultry 
Fence 
Banner Poultry Fences 
Poultry Netting 


Nails Staples 
Barbed Wire 


Wire of all kinds 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Feb. 25.—Business continues to improve slightly, 
although some jobbers find aggregate sales rather disappointing. 


Although February is never a particularly active month, it has fallen 
behind last year with some companies, and new business taken’ in 
January was generally below usual levels. 


goods with advance datings are 


movement in garden and lawn tools, fertilizer, house cleaning sup- 


plies, wire cloth and other wire 


gradually tapering off, and dealers are now looking forward to 
milder weather conditions to help maximum sales. 

Price changes are largely inconsequential this week. Weakness 
of an indefinite sort has developed in some lines, although no general 
downward revisions are reported. Night latches which have been 


sold at reductions recently are 


makers have announced an advance of 10 per cent. 
however, is considerably below last year’s quotations. 
announced new prices on awning hardware which are not changed 


materially from previous years. 


district as a whole, although employment is improving in some locali- 


ties. 
PRICES QUOTED HEREWITH 


RETAILERS, F.O.B. PITTSBURGH. 


AUTOMOBILE TIRES AND TUBES. 


Mansfield tires, 4-ply — type, 
29 x 4.40, $6.50; tubes, $1.3 30 x 4.50, 
7.25; tubes, $1.39; 29 x ‘Lis, $8.39; 
; 29 x 5.00, $8.66; tubes, 
5.00, $8.94; tubes, $1.54; 
tubes, $1. 58; 32 x 5.00, 
‘$1. 65; 28 x 5.25 73; 
tubes, 30 x 5.25, $10.43; 
$1.73; 31 x 5.25, $10.75; tubes, $1.76; 
29 x 5.50, $11.10; tubes, $1.95. 

Same, 6-ply, 30 x 5.50, $14.06; tubes, 
$2.03; 30 x 6.00, $14.14; tubes, $1.95; 
31 x 6.00, $14.57; tubes, $1.99; 32 x 6.00, 
$14.84; tubes, $2.06; 33 x 6.00, $15.36: 
tubes, $2.18. 





ibe 
$1. 50; 
31 x 5.00, $9.33; 


$10.32; tubes, 


AWNING HARDWARE. 


Eye Ends.—No. 3, $3.50 per 100; No. 
4, $4.50 per 100. 

Pipe Clamps.—No. 3, $6 per 100; No. 
4, $7 per 100. 

Hinges.—No. 2, $3.25 per 100. 

BATTERIES. 
Broken Unit 
Packages Packages 

Ok | ae ee $2.22 2.06 
SS ar 3.20 2.97 
DEE baSokeekedsvcee 2.06 1.92 
LS. SABRES ees 2.00 2.80 
Se 2 er 1.32 1.14 
Oy. SR rae 42 .39 
oe SS ee 1.05 .97 
PINE Xp Secanksas boar 1.40 1.30 
Pe EE Kasse edas ovens 1.40 1.30 
ay Ae 2.06 1.92 
I BRE. osnkensewsane ee 1.93 1.79 

No. 6 dry cells, ignition type, unit 
packages, 36c. each. 

Flashlight. — No. 935, 6%4c. each; 
No. 950, 64%4c.; No. 790, 13¢.; No. 705, 
19%c. No. 750, 13%c. No. 791, 13c. 


Hot Shot.—No. 1461, $1.67; No. 1661, 
2.37. 


BOLTS, NUTS AND RIVETS. 


Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per cent 


off list; tire bolts, 60 and 10 per cent 
off list. 

R Nuts.—All styles, 50 per cent off 
ist. 


Rivets.—Larger, $3.50 base per 100 


Shipments of spring 
keeping up, and there is a heavy 


products. Cold weather lines are 


now being stabilized, and leading 
The new level, 
Jobbers have 


Collections are rather slow in the 


ARE JOBBERS’ QUOTATIONS TO 


pieces; small wagon and tinners’ riv- 


ets, 60 per cent off list. 





FARM, GARDEN AND LAWN 
GOODS. 


Garden Hose.—250 to 
% in., 74%4c. to 9c. per ft.; 
to 10%c.; % in., 9c. to 12ige. 
lengths coupled, “ec. per ft. 
nozzles, Gem, $5.50 per doz.; Diamond, 
$4.50 per doz.; Nelson Spray, $4 
per doz.; Giant, $3.25 per doz.; reels, 
$1 to $4 each; Perfect hose couplings, 
$2 per doz.; Sherman hose couplings, 
$1.40 per doz.; Perfect hose menders, 
80c. per doz.; hose nipples, $2.40 per 
doz.; hose adapters, $2.25 per doz. 

Shears. — Doo-Klip grass shears, | 
$10.80 per doz.; Doo-Klip long handled 
grass shears, $18 per doz. 

Pruners.—Doo-Klip pruners, $10.80 
per doz. 

Sprinklers.—Crown lawn sprinklers, 
$7 per doz.; Crescent lawn sprinklers, 
$6.50 per doz. 

Sprinkling Cans.—Galv a n ized 


500 ft. —_ 
5% in., 8c. 
; in 50 7 
higher; 


sprinkling cans, 4-qt., $5. 6-qt., 
$6.50; S8-qt., $7.50; 10- -at. mm $8. 40. All 
prices per doz. 

FERTILIZER. 

Old gardener, assortment No. 1, 
$98.16; assortment Pgs , $59.95; as- 
sortment, No. 3 8.73. 

Koppers Velvet _ “Lawn fertilizer, 
3314 per cent off retailers’ selling fig- 
ures. 


Loma fertilizer, per case ~ 24 1-lb. 
cans, $3.60; per case of 12 5-lIb. cans 
$5.04; per case of 10 10- Ib. bags, $7. 


FLASHLIGHT CASES, 
Winchester Flashlight Cases.—No. 


6414, 62c.; No. 6514, 68c.; No. 6824, 
$1.43; No. "6921, $2.40; No. 6924, $2.08; 
all each. 


Winchester Assortment.—No. 1614, 
$2.94 per assortment; No. 6214, $5. 04 
per assortment. 


GAME TRAPS. 


Diamond No. 21, $1.35 per doz.; No. 
2 \%,, $2.44 per doz.; No. 22, $3.36 per 
OZ. 
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Business Shows Slight Improvement 
§ Price Changes Are Minor in Character 


Victor No. 1, $1.38 per doz.; No. 1% 
$2.44 per doz.; te 2, $3.36 per doz. 

Triumph, No. $1. 32 per doz.; No. 
$2.20 per Aad 


HOUSE CLEANING SUPPLIES. 


Water Softeners.—Desolvo, 12 oz. 
pkg., $2 doz.; 1 lb. pkg., $3 per doz. 

Mops. — O’Cedar, 33% per cent off 
list; cotton, best grade, No. 12, $4.50 
per ory No. 20, $6; No. 30, $10; No. 
36, $13 .50. Second grade, No. 12, 
$2.75; No. 20, $4.50; No. 30, $6.75; No. 
36, $8.40; No. 10 Betty Bright, self- 
wringing mop, $8 per doz.; No. 20 
Betty Bright mop cloth, $4 per doz. 

Chamois Skins.—12 x 14 in., $3.50 
per doz.; 13 x 17 in., $6; 14 x 18 in., 
$7.50; 15 x 20 in., $9.20. 

Waxes.—Johnson paste wax, 1-lb. 
cans, 85c.; 2-Ib. cans, $1.70; 4 lb. cans, 
$3; 8-lb cans, $6; Old English, 1-lb. 
cans, 85c.; 2-lb. cans, $1.70; 4-Ib. 
cans, $3; liquid wax, Johnson pints, 
75c.; quarts, $1.40; Old English pints, 
75c.; quarts, $1.40. Dealers’ discount, 
33% per cent. 

Sponges. — According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire rack, $6 per 
assortment, 


Wall Cleaners. — Smoky City and 
Cleveland, 85c. per doz. cans; Climax, 
$1 per doz. cans; Perfection paint 


cleaner, $3.25 per doz. 
Step Ladders.—Standard full rodded 
ladders, 28c. per ft.; extra, 40c. per 


- 
Floor Polishers.—Universal electric, 


$20.65 each net; hand, $3.75 each; 
Old English, $2.60 each. 
Carpet Beaters. — Justrite, $1.10 
doz.; No. 4, $1.20. 
MISCELLANEOUS TOOLS. 
Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., $4.00. 


Cross Cut Saws.—Simonds Crescent 
Ground, Nos. 324 and 
325, 5 ft., $5.40; 5% » $7. 

Electric Drills.—No. 
No. 142, $32; No. 122, 562. 
35.20; No. 382, $41.60. 

Files.—Disston, 50 and 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. Simonds, 
50 per cent off list. 

Garaqge Vises.—No. 43, $2 each; 
4314, $3; No. 14, $5. 


No. 


ORNAMENTAL FENCE. 


Ornamental Fence.—Style LX 36 in., 


“ 40 per 100 ft.; 42 in., $7.20 per 100 
ft. 

Style F, 36 in., $8.80 per 100 ft.; 42 
in., $9.60 per 100 ft. 

Singte Walk Gate.—36 in. x 3 ft.. 
$2.50; 42 in. x 3 ft., $2.60; 48 in. x 3 
ft., $2.70; all prices each. 


PAINTING SUPPLIES. 


Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2? 
(white and dark greens, 15c. per gal. 
higher); white lead, 14%c. per lb. in 
100-Ib. lots; 10 per cent less in lots of 
500 lb. or more and extra 4 per cent 
less on lots of a ton or more; turpen- 


tine, 70c. per gal. in barrel lots, raw 
linseed oil, 15%c. per Ib., in barrel 
lots. 


POULTRY SUPPLIES. 
Incubators.—No. 1, $21 each; No. 


$24.50; No. 3, $22.55; No. 4, $38.50; No. 
16E, $15.75; No. 17E, $21; all prices 
net. 

Brooders.—No. 117, ve. 33 each; No. 
118, $12.95; _ st 119 15.75: No. 80, 
$1225: No. $12.95; No. 101, $18.5 55; 
No. 102, $22 50: all prices net. 

Fountains, etc.—Fountains, 25c. to 
$1 each; feeding troughs, 20c. to 85c. 
each; mash hoppers, $1.30 to $2.10 


each. 
Cel-O-Glass and Vin-Lite.—In 100- 
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Do You Want 


The Cream of the Business 


TRETCH for it! Have the kind of store in 
which bigger business feels at home. That’s 
how bigger profits are attracted. 


Is such business actually invited to deal with 
you? Picture your store Warrenized—modern- 
ized—to make that handsome and efficient ap- 
pearance which, by suggesting prosperity, cre- 
ates prosperity. Only store fixtures of good 
woods, rich finish and Warren quality can give 
that atmosphere of solid permanence. In addi- 
tion, the up-to-date display features make many 
sales almost automatically. This is the result 
of scientific design, assuring greatest display per 
foot of floor space without crowding. 


A Warrenized store is worth reaching for 


—stretching for. But, after all, the effort is 


small. As a preliminary step, while you are 
thinking about it, send the coupon below. 


J. D. WARREN MEG. CO. 


208 Washington St. 
Chicago, IIl. 


WARREN 


It is better that a man should break 
his neck reaching for bigger things 
than die from lack of exercise. 
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RR RRM: This hardware store’s owner wanted [= 
EE he better part of the business in his ——= 
Cs neighborhood. He “Warrenised.” The “== 

store not only began to attract better 

trade, but from a wider area—practi- 

cally enlarging his ‘‘neighborhood.” 


SECTIONAL DISPLAY FIXTURES 


J. D. WARREN MFG. CO., 
Morton Bldg., 208 W. Washington St., Chicago, IIl. 


We want to know more about Warren Fixtures. Please send us 


(J The Warren Fixture Cata- (0 Nail Bin Counter Folder 
log 

(CJ Information Sheet for Sug- 

(0 The Warren Display Table gestive Store Arrangement 

Folder 
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ft. rolls, 104%c. per sq. ft. to the 


trade. 


SASH WEIGHTS. 


Prices are unchanged at $42 a ton, 
f.o.b. Pittsburgh. 


CINCINNATI: 


$1.55 per 100 sq. ft. 
mesh, $1.65. 
$5.50 per 100 sq. ft. 


SCREEN WIRE CLOTH. 


wire cloth, No. 12 mesh, 
Galvanized, 12 
Bronze cloth, 14 mesh, 


3lack 


Business Is Fairly Satisfactory — 
»Prices Are Firm with Few Changes 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, Feb. 25.—While demand for all lines of hardware 
merchandise, with the possible exception of builders’ hardware, was 
greater in February than in January, local hardware jobbers report 


that greater sales effort is required to sustain the present business | 


volume than was necessary heretofore. 
Dealers are beginning to show marked interest in spring articles. 


Accordingly, orders for garden tools, sprinklers and hose are ac- 
counting for a good share of the present monthly demand. On the 


34 in., 
47 in., $1.90; 52 in., $2.20 


other hand, builders’ hardware is still sluggish. 

Retailers, however, indicate a slight easing in current demand for 
hardware articles, although the recession is not surprising for this 
Collections are slowing up and the credit situation 
is becoming slightly unsatisfactory. 

The continued firmness of price schedules reflects well the firm 
undertone of the district market. 
current products for several months. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CINCINNATI. 


AUTOMOBILE ACCESSORIES. 


time of the year. 


Balloon Cord Casings 
High 


Medium Low 
Grade Grade Grade 
LS eee $9.42 $6.15 $4.94 
20x6.50 ..:... 10.06 6.88 5 50 
LS ere 11.12 8.23 6.96 
20K5:00 ...... 11.41 8.49 7.18 
SERD.2O onscss 13.36 10.21 8.60 
32x6.00 ...... 15.42 11.93 10.36 
33x6.00 ...... 15.96 12.31 10.70 
High Pressure Cords 
co er yean ae $3.89 
BUS 3 <s.s0s ss $5.20 4.15 
| Eee " 8.98 7.37 
ok a nse 82 9.58 7.93 
32x4% ...... 12.95 11.22 
Balloon ‘Inner Tubes 
En, OPE ETE LE: $1.30 $1.12 
SR a's 56010 2" Ss ies 1.38 1.19 
a aa re 1.49 1.30 
i ne EE Te re 1.52 1.34 
Ae eee. 1.75 1.56 
oo See 2.05 1.82 
DOEITE:. nknbdaitwsSanaas 2.16 1.93 
High Pressure zapes 
ee Tee — 
30x3% Regular ....... Oa $0.89 
CVOFSIRC. .5..0% 1.12 canes 
fs Se eee eee 1.38 1.19 
ET Te pe ee ae 1.41 1.26 
BEE. Gubeeuuasivsieross 1.52 1.30 


All prices on tires and tubes are 
subject to 5 per cent allowance. 
ne Cloths.—Lastic, $3.60 a 
doz. 


Polish.—I. C. U., \% pint, list, 40c., 
$3.00 a doz.; 1 pint, list, 55c., $4.70 a 
doz.; 1 quart, list, 90c., $7.80 a doz. 
Tip Top Satin Finish, 8 oz., list, 60c., 
$4.68 a doz.; 16 oz., list, $1.00, $7.80 
. doz.; 1 quart, list, $1.50, $11.70 a 
oz. 


BOLTS AND NUTS. 


Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list: stove 
bolts, 20 per cent off list; square, 
— and tap nuts, 60 per cent off 
ist. 


BUILDERS’ HARDWARE 


ey Weights.—Sash weights, $2.00 
per 

Inside Sets.—Square bevel inside 
sets in case lots, $4.50 per doz. 


No changes have been made in 


Butts.—3% in. old copper and dull 
brass butts, 15c. per pair in case 
lots; sand blast, brass finished butts, 
18c. per pair in case lots. 


| CHAMOIS SKINS. 


13 x 16, 38c. each; 14 x 18, 57c. 
each; 15 x 20, 70c. each; 17 x 23, 88c. 
each; 16 x 24, $1.10 each. 


GALVANIZED SPRINKLERS. 


4 quart, $5.25 a doz.; 6 quart, $5.75 
a doz.; 8 quart, $6.50 a doz.; 10 quart, 
$7.85 a doz.; 12 quart, $8.80 a doz.; 
16 quart, $10.75 a doz. 


GARDEN TOOLS. 


Spades and Shovels.—Polished, $9.25 
a doz.; black, $8.00 a doz. 

Hoes.—First grade, socket 6% in., 
$9.84 a doz.; cotton, $7.68 a doz.; 
planter, $8.28 a doz.; Ctonks, weed- 
ing, No. 1, $4.20 a doz.; Cronks, 
bay oe nog No. 4, $4.50 a doz. 

akes.—First quality, 14 tooth, 

| $9. vy a doz.; Competition grade, $5.2: 
a doz. 
| Spading Forks.—First quality, reg- 
| ular, $15.84 a doz.; Extra Heavy, 
| $21.12 a doz.; $10.80 a 
doz. 


| G RASS SHEARS AND PRUNERS. 


Doo Klip shears, $10.80 per dozen; 
Doo Klip long handled shears, $18.00 





Competition, 


per dozen; Doo Klip pruners, $10.80 
per doz. 
HOSE. 
Double braid, 500 foot reels, with- 


feet; 5% inch, $7.00 per 100 feet; % 
inch, $8.00 per 100 feet. 


HOSE REELS. 
$1.10 each; No. 10, 


| 
| out couplings, % inch, $6.50 per 100 
| 


Victor, $3.10 


| each. 


| LAWN SPRINKLERS. 


Fountain, $6.50 a doz.; 1% Fountain, 
$5.50 a doz.; Rain King, $28.00 a doz.; 





Majestic, $40.00 a doz. 
MOPS. 
Betty Bright self-wringing mop 
No. 10, $8 per doz.; Betty Bright 


self-wringing mop head No. 20, $4 
per doz. 
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SLEDS. 


Flexible Flyer Sleds, 334 per cent 


off factory list. 


Lightning Glider od 32 in., $1; 
$1.20; 36 in., $1.35; 45 in., $1.75; 


All prices are net each. 


| NAILS. 


Common wire nails, $2.85 per keg. 


PAINT SUPPLIES. 


Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
$1.08 per gad.; turpentine, in 2 bar- 
rel lots, 63c. per gal.; white and red 
lead in 500 lb. kegs, 14%c. per Ib., 
less 10 per cent. 


RADIO BATTERIES. 


Net Price Net Price 


Each Each 

“a i. In Unit 

Stock No. Pke. 
Super B bat., No. 2138. $8: si $2.97 
Super B bat., No. 22308. 2.06 
B batteries, No. 10308. oa 2.63 
B batteries, No. 2308.. 1.88 1.75 
B batteries, No. 5308.. 1.88 1.75 
B batteries, No. 2158.. 1.31 1.22 
B batteries, No. 2156.. 1.31 1.22 
C batteries, No. 2370 38 35 

A batteries, No. 6..... .40 385% 
Note.—Nos. 21308, 5308, 2158 and 
2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2870 is in unit 


packages of 10; No. 6 is in unit pack- 
ages of 50. 


RADIO TUBES. 


MX199 general purpose tubes, $2 
each; MV199 several purpose tubes, 
$2 each; MX201A general purpose 
tubes, $1.25 each; MX201B general 
purpose tubes, $2.50 each; MX200A 
detector tubes, $3.50 each; MxX240 
high Mu tubes, $2 each; MX112A 
power amplifiers, $2.25 each; MX171A 
power amplifiers, $2.25 each; MX280 
full wave rectifiers, $3 each; MX281 
half wave rectifiers, $7.25 each; 
MX226 amplifiers, $1.75 each; MY227, 
detectors, $2.50 each. 

These prices are subject to 40 and 
10 per cent discount on Sonatron 
tubes and 40 per cent discount on 
Arcturus and Eveready Raytheon 
tubes. 


SCREWS. 


Flat head bright screws, 50, 10, and 
10 off list; flat head blued screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list; round 
head brass screws, 40 and 5 off list; 
bright wire goods, 85, 20 and 5 off 
list. 


SPONGES 


$2.00 a doz.; 35c. size, 
50c. size, $4.00 a doz.; 
a doz.; $1.00 size, 


25e. size, 
$2. 75 a doz.; 
75e. size, $6.00 
$8.00 a doz. 


STOVE PIPE. 


Security Pipe.—28 gage, blue, 6 
in., $14.20 per 100 joints; 28 gage, 
polished, 6 in., $20.00 for 100 joints. 

Security Elbows.—28 gage, blue, 6 
in., $1.50 a doz.; 28 gage, polished, 
6 in., $2.30 a doz. 


VENTILATORS. 


Continental Deflektair, metal cen- 
ter, No. 87, 8 x 37, $2.98 a doz.; No. 
117, 11 = 37, $4.25 a doz. 

Diamond EB, No. 0, $4.80 a doz.; 

2, $5.60 a doz.; No. 3, $6.40 a Pg 
No. 4, $7.60 a doz. 


WEATHERSTRIP. 


Wood and ie te r.—No. 0, $16.40 
for 1000 ft.; No. $16.40 for 1000 ft.; 


No. 1%, $18. 30 ie 1000 ft.; No. 3° 
$21.00 for 1000 ft.; No. 7, $38.75 for 
1000 ft. 


Wood > Felt.—No. 71, $17.25 for 
1000 ft.; N 1%, $24.25 for 1000 £t.; 
No. 75, $39. 50 for 1000 ft. 
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Here’ S d sure way to “Cash In” 


on a Live, Year Round Market 


Tie up with this 
National Adver- 
tising Campaign 
DISPLAY the 
BASSICK LINE 








EE 
The NEGLECTED /uch | 
~are your floors and rugs 

Its Victims ? 




















Bewied Casters for of perpen: at nour esa BoM Ra to aectahin 2 
‘hondwoene ov farninert mops deat nerd Sooper 


Laetndtaemeneietenmniail a tceiheeeeell 
For 34 years the buy-word for fine casters and furniture rests 





BASSICK COMPANY. Brugepun, Cone. 
Sead me descripure isverstare showing slscre amt how w wee Baserk Casters and No Mar Hest 


Addewes 




















FEATURE TODAY 


BASSICK CASTERS 


NoMar RESTS 
PRICESPER SET OF 4 









ky eee 


Realize in actual profits the “dollars 
and cents” value of Bassick’s nation- 
wide advertising program for 1930. 


Display the Bassick line of Casters and 
NoMar Rests on your counters — in 
your windows. These items will sell 
themselves if you keep them in sight when 
a customer enters your store. He'll pick 
out the ones he wants, hand you the 
money. Who could ask for easier, quick- 
er, long-profit selling. 


We'll be glad to send a list of the items 
you need to make your floor protec- 
tion line complete. 

Write today for our advertising 


helps and suggestions for in- 
creasing Bassick Sales. 


THE BASSICK COMPANY 
Bridgeport Connecticut 


Bassick 














34 years the buy-word for fine casters and furniture rests 
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STANDARD 
For Over 70 Years 


TILLEY 
LADDERS 





Step Ladders 
Straight Ladders 
Orchard Ladders 
Extension Ladders 
Ladders for Window 
Cleaners 
Trestles 
Extension Trestles 
Extension Planks 
Toothpick Stages 
Swing Stage 
Platforms 
Scaffolding 
Interior Scaffolding 
Adjustable Jacks, 
etc. 


TILLEY 
SPRING LOCK 


Extension Ladders 


for Painters, Tin- 
smiths, Carpenters, 
Masons, Mills, 


Picking, Farming 
and General Use. 


Side rails of thor- 
oughly air dried, se- 
lected material. Rungs 
are selected Ash and 
Hickory with minimum 
diameter of 1 3/16 
inches, All equipped 
with rope hoist and two 
Tilley Improved Auto- 
matic Spring Locks of 
soft malleable and cold 
rolled steel, securely 
bo'ted to the side rails. 














SAFE STURDY RELIABLE 


(Write for illustrated catalogue and prices) 


The John S. Tilley Ladder Co. 


Watervliet, New York 


Fire Purposes, Fruit - 








| 


Hot of the Nail Ke 


Little yarns that others have laughed over 

culled from various sources. As a contem- 

porary puts it: “Some of them have been 
copied, the rest will be.” 








A young man was lying on an operating table ready 
for an examination. 

Doctor (to attendant )—“Bring in ethyl chloride.” 

Young Man (jumping up)—‘‘No, Doctor; please 
don’t bring a woman in here!” * 


‘ 


A Would-Be Lawyer (as he noticed a negro woman 
struck by a street car): “Come with me; you can get 
damages for this.” 

Negro Lady, (limping away from scene of accident— 
“Good Lawd, man! Ah don’t need no mo’ damages ; 
what Ah needs is repairs.” 


Mac: You can’t bounce a snow ball. 
Sims: You can’t write with a pig pen. 
Mac: You can’t wear a law suit. 

Sims: You can’t buy a cap for your knee. 
Mac: You can’t keep this up forever. 





| 
| 
ee ee ners 
| Miss Haskins: If you had a little more spunk you 
would stand better in your classes. Do you know 
what spunk is? 

Catherine Lawson: Yes, the past tense of spank. 


Mr. Roberts, giving an example of logical reasoning 
in English class: All fish swim. I can swim; therefore 
I am a fish. That’s correct isn’t it? 

Hilda Bones: Yes, but that isn’t the way to prove it. 





Miss McCoy: Give a special application of a general 
right of an American citizen. 

Mary Mildred McBride: Each citizen has the right 
to have arms. 


“Papa I saved ten cents today. I ran all the way to 
school behind a street car.” 

Stern Father: “Why didn’t you run behind a taxicab 
and save a dollar. 


First Taxi Man: “I met my wife in a funny way— 
ran over ‘er with m’ car an’ later I married ’er.” 

Second Yellow Peril—“If that happened very often 
there wouldn’t be so much reckless drivin’.” 





“What’s the matter, Rastus?’—you seem as mad as a 
| wet hen.” 

“Well, why shouldn’t I be? The doctor what operated 
me foh pendicitus went and sewed me up wif white 
thread.” 
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A man in a hospital for mental cases sat fishing over 
a flower bed. A visitor, wishing to be affable, remarked : 

“How many have you caught?” 

“You're the ninth,” was the surprising reply. 


“What's the matter? You surely look worried.” 

“Work, work, nothing but work from morning 
night.” 

“How long have you been at it?” 

“Oh! I start tomorrow !” 


till 


Pat, employed in a local quarry, one day dropped a 
stick of dynamite and forthwith disappeared into the 
clouds with several tons of debris. The catastrophe was 
witnessed by Mike, who, somewhat later, was approached 
by the quarry owner. 

“Where’s Pat?” asked the latter. 

“Gone,” replied Mike. 

“And when will he be back?” 

“Well,” said Mike, “if he comes back as fast as he 
went—bedad, he’ll be back yesterday !” 

“Now, Mary, when you bathe the baby, be sure and 
use the thermometer to test the water.” 

Returning an hour later, the mistress asked: “Did you 
use the thermometer ?” 

“No, mam. I can tell without that. If it’s too hot, the 
baby turns red and if it’s too cold, he'll turn blue.” 


Two small boys were staring into a barber-shop win- 
dow, earnestly looking on as the barber went over his 
customer’s hair with a singeing torch. “Blimey, Bill,” 
one of them ejaculated, “he’s looking’ for ’em wiv a 
light !” 

Judge—“So you claim you were drunk when you 
kissed this lady?’ 

Prisoner—“Take a look at her, Judge, and form your 
own opinion.” 





Teacher: “Johnny, if your father could save one dol- 
lar a week for four weeks, what would he have?” 

Modern Child (promptly): “A radio, an electric re- 
frigerator, a new suit, and a lot more furniture.” 


Singer: “And for Bonnie Annie Laurie I'd Lay Me 
down and Die.” 

Listener (rising): Is Miss Laurie in the audience ?” 

Teacher: “What did Juliet say when she met Romeo 


in the balcony?” 
Pupil: ‘“Couldn’t you get seats in the orchestra ?” 


FOR SALE 
A folding bed by a lady that doubles up and looks 
like a sofa. 


Wife (wanting a new hat): “I cook and cook and 
cook for you and what do I get? Nothing.” 
Husband: “You're lucky. I always get indigestion.” 














No. 220 


All you can possibly 
seek in sturdy, prac- 
tical quality, precise 
uniformity and su- 
perior finish—is em- 
bodied. in the entire 
line of GRIFFIN Hinges 
and Butts. 7, 7 + 7 


( ;RIFFIN 


Manufacturing Co 


ERIE PENNSYLVANIA 
yanch Offices, 


New York, 45 Warren St. 
Chicago, 555 W. Randolph St. 


Boston, 76 og! yore 
San Francisco, 703 Market St. 
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Tell your Customers 


“The Allith Ten-Eighty 


is easier to install” 


they'll appreciate this 
labor saving feature 







Simplified construction, care- 
ful workmanship, complete, 
“ready to install’? equipment 
mean less erection time, more 
satisfied customers, more 
REPEAT SALES. 





Ld | 


And tell them ...... 


THAT Allith ‘“Ten-Eighty” is designed in keeping with 
the finest garages at a price the small owner can afford. 
THAT the outside appearance is matched by inside 
dependability and quality. THAT the hangar and 
frame are of “Certified Malleable’’ and the brackets 
supporting the track are built to carry extra heavy doors. 
THAT the roller bearing wheels, bal! bearing swivels, 
and vertical side rollers reduce wear to a minimum 
and insure long life. THAT “Ten-Eighty” is made 
for all standard openings. 


Allith 


Allith-Prouty Company 
DANVILLE, ILLINOIS 


Manufacturers of: 


Garage Door Hardware Spring Hinges 

Fire Door Hardware Overhead Carriers 

Rolling Ladders Door Hangers 

Airport Door Hardware Malleable Iron Washers 

Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 








| Post Office Rule on Door Slot 

| Dimensions 

| From the office of the Postmaster General, Washing- 
ton, D. C., order No. 9905 was issued on Feb. 12, 1930. 
The order was signed by Walter F. Brown, Postmaster 
General. 

“In order to adequately provide for the safe delivery 
to suites in office buildings of not only letters but other 
| mail of larger size when the entrances are locked, it is 

ordered that hereafter door slots for the delivery of mail 

in office buildings shall conform to the following speci- 
| fications : 

“(1) The clear opening in the outside slot plate shall 
| be 114 inches wide and 7 inches in length. The size 
| of the chute shall conform to the slot-plate opening. 

“(2) The horizontal center line of the outside plate 
shall be located not less than 30 inches from the finished 
floor line. 

“(3) If the slot is placed horizontally in the door the 
| chute shall be placed at an angle of not less than 12 deg. 
| and not more than 35 deg. from the horizontal, down- 

ward from the outside of the door; and if the slot is 

placed vertically in the door, the chute shall be at an 
| angle of not less than 12 deg. and not more than 35 deg. 
toward the hinged side of the door. 

“(4) The outside slot plate shall be equipped with a 
spring flap, hinged at the top if the slot is placed hori- 
zontally, and hinged at the side nearest the center of the 
door if the slot is placed vertically. When hinged flap is 
pushed back into chute there shall be a clear, unobstructed 
passage for mail. 

“(5) In case it is desired in order to insure greater 
privacy, it is permissible to attach a hinged flap on the 
inside plate, providing such an arrangement will not 
obstruct the passage of mail as ordered above.” 


| Merchants Association Outlines Reason 
For Using Price Tags 


Six reasons were recently outlined by a merchants’ 
association in California, which is advocating the more 
extensive use of price tags. The advantages of price 
tags were enumerated as follows: 

“Save Time—When the customer stops to ask the 
| price it not only takes her time but the clerk’s, too. They 
| avoid frequent interruptions. 

“Makes Sales—Plainly marked goods help customers 
decide what they can afford to buy. When no price is 
shown people assume the goods are too high. Pricing 
merchandise encourages customers to look over your 
stock more thoroughly. 

“Avoid Mistakes—Mistakes in business are costly; 
not only in the immediate or actual loss in profits but in 
good-will, confidence, loss of trade, etc. 

“Build Confidence—They assure the customer of a 
| ‘one-price’ policy. 
| “Hold Business—Customers do not like to ask the 

price of every item they might care to buy. Perhaps 


| it is a touch of false pride or timidity that makes them 
| hesitate to ask. But they go to stores where they know 
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what they will have to pay for the goods before they buy 
them. 


only to find the goods too high. The one course open 
is to say ‘no ’and let everyone in the store know they 


cannot afford the goods; the other is to say ‘yes’ and | 


be dissatisfied. Such customers are usually lost.” 


Radio Provides Economical Entertain- 
ment Which Should Be Stressed in 
Sales Talks 


How many people today consider radio from an eco- 
nomical entertainment standpoint? How many people 
realize that radio presents the finest entertainment in 
the world at a cost of only two or three cents an eve- 
ning? Hugh Robertson, sales manager of the Zenith 
Radio Corporation of Chicago, centends that this im- 
portant sales point is often not sufficiently emphasized 
to the radio prospect. He says: “Radio has long since 
passed from the luxury class and today has become an 
everyday household necessity. 

“When it is considered that the operation of a radio 
costs but three-quarters of a cent per hour and that 
some of the nightly chain programs cost as high as fif- 
teen hundred dollars to broadcast per hour, what else 
offers entertainment so cheap as a radio set? Radio 
provides millions of dollars’ worth of entertainment per 
year, which is enjoyed in the homes through radio at a 
cost of a few cents an evening. 

“No home today can afford to be without radio, for 
radio economically promotes and maintains the happi- 
ness and contentment necessary to keep the home fires 
burning. However, in buying radio, economy is not 
always found in a low purchase price. It should be 
carefully considered whether one is receiving dollar-for- 
dollar value or merely sixty-nine cents on the dollar. 
Also, whether the set is a year ahead in design or whether 
it will be termed obsolete next year. Radio should be 
purchased with a thought of the prestige, quality and 
performance in back of it rather than on price alone.” 


Flatirons Retain Status as Most Popular 
Electrical Appliance 


The humble domestic flatiron continues to lead the 
field as the most popular electric appliance during 1928. 

The figures indicate that three-quarters of all wired 
homes have an electric iron, although we can hardly 
believe there is a home which does not find this useful 
appliance indispensable. 

Second in point of the number used comes the vacuum 
cleaner; with washing machines, fans, toasters, perco- 
lators, heaters and ironers next in order of number 
used. Electric refrigerators, presumably because they 
are comparatively new, are well down on the list but are 
advancing rapidly in use and popularity. 

However, the number of all appliances in use is only a 
fraction of the possible total and the “saturation point” 
does not even exist at present. 


“Save Embarrassment—Customers often ask the price 








When Garden Lovers 
Flock to Your Door 


Will You be Ready 
for Them? 


Bright and early they will 
be—these gardeners anxious 
to prepare a hospitable wel- 
come for the early arrival of 
the sociable little wren. 


The Arcade “Exclusive Wren 
Houses” are just what they 
need, 


Everyone that has a garden 
is anxious to entertain the 
desirable little bird who is 
always so busy, so cheerful, 
and so clean. 


Arcade Wren Houses are 
made in three shapes for fast- 
ening on poles, walls, under 
eaves or in the crotch of 
trees. They are stained brown 
with green roofs so they will 
blend appropriately into the 
garden surroundings. The 
houses may be supplied with 
or without metal removable 
bottoms that make it possible 
to clean the houses each year. 


No Hardware store should 
miss the opportunity of suc- 
cessfully appealing to the ar- 
tistic gardener with these at- 
tractive little bird houses. 





Short Handle Shovels, Hoes and Rakes 
Sun Dials, Flower Holders 


CAST TO WS 





ARC AD HARDWARE 


IRON 
Write us for catalog — Ask your Jobber for Prices 


Areade Manufacturing Co. 
FREEPORT, ILLINOIS 


NEW YORK DALLAS J.T. ROWNTREE 
200 Fifth Ave. D. D. Otstott, San Francisco Salt Lake City 
CHICAGO Inc. Los Angeles Seattle 
553 W. Randolph St. Santa Fe Bldg. Denver Portland 




















80 


HARDWARE AGE for FEBRUARY 27, 1930 








SEAMLESS TUBING— 


Lengths and Coils 


Dehydrated Tubing for Refrigeration Use. 
“Extra Heavy” Tube for Oil Burner 
Installation 


Immediate delivery. Send for prices. 














YS cushion TIRE 


xt LADDERS 


7 Insure perfect shelf service for any 
] line of merchandise. Deep tread steps, 
properly spaced, with convenient full 
length ndholds on both sides of 

ladder permit mounting or descending 

with ease. Both hands free to remove 

or replace sto k without danger of fall- 
Ing. Cushioned Tired Trolley 1nd Truck Wheels elim- 
inate noise and prevent vibration. Erection as simple 
as A,B,C, Utilize small space. Make top shelves 
safely available for stock purposes. One style— 
neat of design—nicely finished —any height ceil- 
ing. Thousands in use. Circular on request. 


mE REMVYERS & 3RO.co. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS- HAY TOOLS - DOOR HANGERS 
ee 
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Lead HeadNails | 


o 


. ° ° 
A Quick-Selling Line 
Jobbers and retailers report 50% increase in lead head 
nail sales since putting in the DICKSON COMPRESSED 
HEAD line. Buyers get 55 to 60% more nails to the pound 
at no extra cost. Lower cost per square of roofing laid 
stimulates unfailing repeat orders. 
Dickson Compressed Lead Head 
profit on delivered cost. 
Sizes 1%, 1%, 2, 2% and 2% in. 10 gauge barbed, 
bright or galv. Send for circulars and samples. 


Dickson Weatherproof Nail Co. 


Church Street Evanston, Illinois 


Nails show you 50% 
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LiINGERWETT 
REMOVER oa 


We stand squarely back of every can 
of Lingerwett Remover with an uncondi- 
tional guarantee. 

Strong full page advertising continues, 
month by month, to create an increasing 
demand for America’s largest selling 
remover. 


THE WILSON-IMPERIAL CO. 
Newark, N. J. 















Retail Credit Information 


Is Sought by Surveys 


The need for the kind of statistics from which credit 
and general business trends may be determined is urged 
by the National Retail Credit Association in asking the 
Department of Commerce to place its National Retail 
Credit Survey on a permanent basis for selected repre- 
sentative lines. It is claimed that the gathering of re- 
ports from a large number of retail stores on their sales 
each month,*the percentage done on a credit basis, the 
extent of installment sales, credit losses, the promptness 
with which accounts are being paid, and related facts, 
would be of great value io buSiness. Among other 
advantages, it is claimed that it ought to shed light on 
the problem of the high percentage of returned merchan- 
dise in various lines brought out by the survey. 

The plan presented for consideration calls for gather- 
ing current credit data from six types of retail stores in 
twenty-two large cities throughout the country. Pro- 
posed lines of trade are department stores, furniture 
stores, hardware stores, men’s clothing stores, shoe stores, 
and women’s specialty shops. The cities proposed to be 
covered are Atlanta, Boston, Chicago, Cleveland, Dallas, 
Denver, Detroit, Indianapolis, Kansas City, Mo., Los 
Angeles, Louisville, Minneapolis, New Orleans, New 
York, Philadelphia, Portland, Ore.; St. Louis, San 
Francisco, Seattle, \Washington, D. C., Baltimore, and 
Richmond. 

The National Retail Credit Survey, which has covered 
all lines of retail trade, has been completed recently by 
the department and results are being compiled for pub- 
lication. This survey, began late in 1928, will analyze the 
net sales of about 20,000 establishments with total sales 
probably aggregating more than $5,000,000,000. Other 
information obtained are the kinds and extent of retail 
credit, open account and installment, credit losses, use of 
credit bureaus and finance companies, extent of re- 
turned merchandise, and collection percentages. The 
survey was undertaken by the department at the request 
of the National Retail Credit Association and carried on 
with the cooperation of more than 1000 local credit 
bureaus. 


Radio Trade Information 
Elicited by Government 


The Electrical Division has sent out some 400 ques- 
tionnaires to large radio stores throughout the country 
to bring out current practices of such establishments 
and regional variations. Dealers are asked to state the 


| total retail value of radio sales in 1928 and to furnish 
| detailed information regarding sales of new receiving 


sets of different types and over a considerable price 
range. The percentage of electric sets sold without 
speakers is inquired, number of makes handled ; number 
of trade-in sets, battery and electric, taken, and whether 
cabinets were bought separately for any sales of console 


| type electric sets. Detailed information is requested also 


regarding sales of speakers, vacuum tubes, batteries 
eliminators, and parts. 
Information sought in regard to service and repair 
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activities includes the total receipts from this source, the | EXACT MEASUREMENT 


length of time sets sold are serviced free; the system of 
charging for other types of servicing; facilities and 
charges for recharging storage batteries; number of 
service men employed, full time and part time; and basis 
of payment for each group. Dealers are asked how long 
sets are allowed to remain on home demonstration and 
how many sets per salesman are allowed for that pur- 
pose. Advertising methods employed are asked for, as 
well as the policies in regard to special sales and disposi- 
tion of trade-ins ; methods of financing installment sales ; 
length of time such sales are carried, and the interest 
charge. 

Other general questions deal with the sales area, the 
class of people served, and general information of cus- 
tomers about the technical side of radio. Detailed store 
expenses are asked for; store location and size, size and 
location of storage space; and capital investment in 
building, fixtures, and average stock. 

When the report on this study is available, the fact will 
be noted in HarpwareE AGE. 


Coming Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
AND SOUTHERN HARDWARE JoBBERS’ ASSOCIATION JOINT 
CONVENTION, Galveston, Tex., April 7, 8, 9, 10, 11, 
1930. Charles F. Rockwell, sec.-treas., 342 Madison 
Ave., New York. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Marion Hotel, Little Rock, May, 1930. Exact 
date to be decided later. L. P. Biggs, sec., 815 South- 
ern Trust Bldg., Little Rock. 

HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Myrtle Beach, S. C., June 10, 11, 12, 1930. Arthur 
R. Craig, sec.-treas., 804-6 Commercial Bank Bldg., 
Charlotte, N. C. 

LouIsIANA ReETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Hotel Roosevelt, New Or- 
leans, June 9, 10, 11, 1930. Guy Nason, sec., Starkville, 
Miss. 

MississipPI RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, White House, Biloxi, June 
16, 17, 18, 1930. Guy Nason, sec., Starkville. 

NATIONAL RETAIL HARDWARE ASSOCIATION CoN- 
GREsS, St. Louis, Mo., June, 1930. Herbert P. Sheets, 
managing director, 130 E. Washington St., Indianapolis, 
Ind. Hotel Headquarters, Coronado Hotel. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIA- 


TION ConvENTION, April, 1930. Place to be announced 


later. C. L. Thompson, sec., Canyon, Tex. 


SOUTHERN HARDWARE JoBBERS’ ASSOCIATION AND | 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 


Jotnt ConvENTION, Galveston, Tex., April 7, 8, 9, 10, | 
1930. Sidney St. J. Eshleman, sec., 704 New Orleans 


Bank Bldg., New Orleans, La. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT | 
ASSOCIATION CONVENTION, comprising the State asso- 
ciations of Alabama, Florida, Georgia and Tennessee, | 
Atlanta, Ga., May 13, 14, 15, 1930. Walter Harlan, | 


sec., 701 Grand Theater Bldg., Atlanta. 











Profit or loss on Screen Cloth is often 
merely a question of cutting it! Un- 


& \ 

















certain measurements are respon- 
sible for much grief in the sale of 
this essential item. 

This is why it is so profitable to 
handle the Sun-Red Edge line. The 
measuring every six inches and the 
red line along the edge absolutely 
prevent error—besides saving time. 

All standard meshes, full 
line—Black Painted, Copper- 
Bronze AluminA — the 
kind that wears twice as long 
as ordinary galvanized types. 
The ONLY trade-marked 
and self-measured screen 
», cloth on the market. 


and 








Comes in full rolls 
of 100 feet. Write for 
details and fine selling helps. 


REYNOLDS 


WIRE CO. 
DIXON, ILLINOIS 
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North Dakota Dealers Meet in Fargo 


(Continued from page 47) 








Mlayaole Hammers 
have Buying Appeal. 


When a customer 
takes one in his 
hand, hefts it, swings 
it, and tests its re- 
markable “hang,” 


he Knows instine- 
tively that it’s his 
hammer. 


You'll sell more hammers if you 

display and recommend Maydoles. 

Your jobber can supply you with 

standard assortments or the styles 
and weights you need. 


Write for free supply of Pocket 
Handbooks 23“*C” 


Ma veer yo ole 


Hawes rs 


The David Maydole Hammer Co. Norwich NY 























provided an enjoyable evening of en- 
tertainment. 

At the final business session Thurs- 
day afternoon, President Rovig again 
introduced the session theme, which 
was “My Competition and My Job.” 
Louis M. Allen, Jamestown, outlined 
a complete method of studying com- 
petitive factors and stressed the im- 
portance of aggressive selling. T. I. 
Strinden, Litchville, discussed loss 
leaders, modernizing, and _ planned 
selling efforts in an interesting and 
instructive manner. W. F. Albrecht, 
Anamoose, emphasized the importance 
of carefully reading trade papers in 
gaining a knowledge of merchandise 
carried. O.L. Jarrell, Bismarck, praised 
the merits of stock control, particular- 
ly for certain specific lines, and said 
in part “Apparently the National As- 
sociation, which is fostering this 
study, borrowed an important leaf of 
the successful wholesaler’s record by 
suggesting the stock sheet as a step- 
ping stone to improved conditions.” 
A. O. Gunnerud, Silva, had “My Job” 
as his subject and gave as his defini- 
tion of the topic: “(a) To manage my 
store in such a manner that it will 
create good will throughout the com- 


munity in which I live, and that the 
community will feel that our store is 
an asset to the community. (b) To 
manage my store in such a manner 
that it will pay me a profit.” A sum- 
marization of the dealer talks was 
again made by Rivers Peterson. 

It was decided at the final session 
to increase the membership dues in 
1931 from $5 to $12 per annum, in 
order to provide the necessary reve- 
nue for employing a field man on a 
permanent -basis. 

The personnel of the new board of 
directors and officers elected for the 
ensuing year are as follows: Pres- 
ident, A. A. Lane, Sherwood; first 
vice-president, A. O. Gunnerud, Silva; 
second vice-president, Howard Con- 
nolly, Devils Lake; treasurer, John I. 
Rovig, Sherwood; secretary, C. N. 
Barnes, Grand Forks. The following 
are members of the board of direct- 
ors: A. A. Lane, Sherwood; A. O. 
Gunnerud, Silva; John I. Rovig, Man- 
dan; Paul N. Allen, Jamestown; D. 
R. Jacobson, Minot; A. J. Cole, Lis- 
bon; J. W. Calman, Berthald; H. M. 
Ulvick, Aneta, and W. J. Gust, St. 
Thomas. 





Money’s Worth Is the Best Advertising 
Subject Now 


(Continued from page 55) 


day soon will be needed and bought. 
Will your store or the other store 
down the street get the bulk of this 
new season’s business? It depends 
on how you advertise your wares. 
Whether as merely goods or goods 
with use, value and meaning. 
Notice the caption of the Bal- 
lintine Hardware Company. It 
starts off well—‘“Four Wonderful 
Values.” These three words are 
enough to attract the attention of 
interested customers, but hardly 
enough to hold the attention until 
the eye reaches the descriptions. The 
values or items are vegetable bins, 
door mats, window ventilators and 
2-piece mixing sets. The text de- 
scriptions are well written and fully 
descriptive and to some extent bring 
out the idea of good value for the 
money. What is needed, however, 
is a subhead of six or eight words 
to amplify what makes a value 
“wonderful.” It is timeliness, extra 
quality at the price, extreme low 


price or what? The ad does not 
tell, except by assertions such as “a 
very low price for a good quality 
doormat.” Otherwise this small 
space ad is excellently done. 

Two timely ads of the Millen 
Hardware Co. are reproduced. One 
is headed “Garden Necessities,” the. 
other “For Indoors and Out.” Both 
these ads are well organized as to 
items, variety, timeliness and price 
ranges. Neither one, however, tries 
to emphasize or clarify the idea of 
value explained above. Values, so 
far as descriptions explain them, are 
attractive. What is suggested here 
is that such good ads are fine places 
in which to explain to the store’s 
public what really good values mean. 

In short the idea of value from 
the money’s worth angle is all any 
good ad needs to increase selling 
power. Why? Because every cus- 
tomer is looking for money’s worth. 
Reason enough? 
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The Existing Market for Electrical Goods 


The figures below will give dealers 
some idea of the scope of the exist- 
ig market for electrical goods. Most 
hardware dealers have found elec- 
trical merchandise, generally speak- 
ing, a very satisfactory adjunct to 
their general stock on account of the 
good turnover and relatively high 
margin of profit. Customers find the 


hardware store the logical place to 
come for their electrical needs. Hard- 
ware stores in agricultural communi- 
ties are the generally acknowledged 
headquarters for farm supplies. With 
the gates now opening to the greener 
pastures of electrical farm equipment, 
even a more lucrative business in 
electrical merchandise appears. 








Total No. of 
All Homes 

PAUDOMA. (cctv sos iwenaeses 575,000 
Co oC gS 2 ee eee rae 118,000 
PUREAS! Asus bak a aie seine 458,000 
EGTA. sccescessesee-c's 1,235,000 
MNTID Show eitecseeG Ss 270,000 
CU: | a 395,000 
TDOIEWEE 555 six dicing 8 50'0's%s 61,000 
District of Columbia....... 128,000 
SUED. Soe eee ae eta 360,000 
PUREED aS. niches cuteness 718,000 
TGQHO 235-5 re 133,000 
PURMRNSENE eres os ere Inciste nats 1,829,000 
REMEDY 606s 46s SSR BOS Tees 820,000 
ROS er ee REN ewes 608,000 
SE: Ee OE eer 472,000 
Lo 2 a ee Panes 598,000 
DTNNIA a's 6s. dSueene saws 436,000 
HEROS Se ere er 200,000 
UME AAE A oes Se acces cannes 380,000 
Massachusetts ............ 1,011,000 
AN co ssh haw sex sieis 1,117,000 
PIRHOROLA iiss aiteceaceaas 625,000 
OT ae 416,000 
eo a ee ee 885,000 
MR eas ios ds-necdiesgers 187,000 
PBUTEOND. 5io Ss ace eacinsSeies 338,000 
MORI cs oraiss bes ainee Bes 22,000 
New Hampshire ......... 114,000 
PHEW NOEERY. Slickieaslinienss 907,000 
MCW MIEXICO <6. 550560000 91,000 
WY: RTE cai che nt atnnaerws 2,848,000 
Morth Carolina ...%....3.6: 596,000 
DIGPth dDAKOWR os os.000 5 0-0 134,000 
ON a oes eee 1,736,000 
NPIS). 52 o5 ceca o Seis eee 547,000 
Cy 1 ea ene Oa 229,000 
Pennsylvania ............. 2,325,000 
Riedel Wsland 26. 6scsec6<% 169,000 
BOUth CAVOUINA \< s.<05.0:6:0/0 392,000 
th, DORON: sé ccsesdee es 158,000 
MMIOGRED . oSi.c50sskaedd ees 572,000 
2 ec) ee 1,266,000 
RE Noe: 255 Seyi etie  aisy 120,000 
Se eer aera cis 86,000 
ERGY oan 0c see navietes% 554,000 
MPGRHIDRION asi sscirs0dss'os 425,000 
West Vitgiliia .........2% 380,000 
WURESUNOIN 25555s onsen 696,000 
RAE Gidicike a csgse tae os 65,000 

Total, United States.. 28,808,000 








No. of Meters Ratio 
in Service on Do- Meters Meters 
mestic Consum- Added to Homes 
ers’ Premises on During Dec. 31, 

Dec. 31, 1928 1928 1928 
148,000 13,000 26% 
47,000 6,000 40% 
96,000 9,000 22% 
1,378,000 73,000 (A) 
169,000 8,000 66% 
343,000 15,000 88% 
32,000 3,000 54% 
106,000 9,000 85% 
198,000 4,000* 47% 
170,000 28,000 24% 
69,000 2,000 53% 
1,534,000 52,000 86% 
546,000 15,000 68% 
371,000 13,000 62% 
259,000 8,000 56% 
217,000 14,000 37% 
136,000 6,000 33% 
148,000 7,000 78% 
239,000 16,000 65% 
945,000 54,000 93% 
896,000 64,000 82% 
384,000 14,000 61% 
72,000 11,000 17% 
537,000 11,000 61% 
63,000 3,000 34% 
187,000 7,000 57% 
13,000 1,000 63% 
96,000 14,000 85% 
862,000 68,000 99% 
27,000 3,000 32% 
2,908,000 232,000 (A) 
186,000 13,000 33% 
52,000 5,000 41% 
1,245,000 76,000 74% 
202,000 21,000 38% 
191,000 18,000 85% 
1,641,000 99,000 72% 
155,000 12,000 91% 
81,000 14,000 21% 
65,000 4,000 42% 
184,000 9,000 32% 
508,000 44,000 41% 
98,000 1,000 81% 
65,000 5,000 77% 
184,000 12,000 34% 
352,000 22,000 83% 
140,000 15,000 38% 
494,000 36,000 73% 
30,000 2,000 46% 
19,069,000 1,183,000 679% 


(A) Over 100 per cent due either to classification of meters or to estimated popu- 


lation or both. 
*Decrease. 


Just imagine the differ- 
ence in number of tack 
sales and profit per sale 
when your tacks stand 
on a counter or table in 
this attractive, colorful 
display box. And Baka- 
tax are rust resisting, san- 
itary, attractively blued, 
Your request, with job- 
ber’s name, will bring 


samples of Bakatax. 
Geo. Baker & Sons, Inc., 
Brockton, Mass. 
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OW 
More Than 


Ever Before 


it is essential that you 
study your Market Re- 
port carefully and con- 
sistently. Every im- 
portant price change in 
the trade is recorded in 
these columns weekly. 


The MARKET RE- 
PORTS as found in 
HARDWARE AGE are 
the most authentic pub- 
lished. 


Use them as a_ buying 
guide. 
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A Steadily Increasing Market 
For Electrical Merchandise 


Never has the manufacturer needed such stable retail outlets as he 
does under contemporary conditions. His production capacity and 
his profits depend almost entirely upon his distributing ability. His 
success in marketing, in turn, requires inherent loyalty and progres- 
siveness in his retailers. . .. The selection of these retailers, and partic- 
ularly his contacts with them, are of paramount importance. ... In 
the retailing of electrical appliances and accessories, the Hardware 
Merchant offers the manufacturer dealer-outlets that are loyal, pro- 
gressive, and constant. Electrical appliances and accessories are in 
their very essence his merchandise. His store traffic includes all the 
most promising customers—and the aggregate sales of electrical 
items made through him each year can be appreciated when it is real- 
ized that in electrical appliances alone he does an annual business of 
$80,000,000 and his volume is increasing. . . . The Hardware Mer- 
chant is keenly interested in extending his electrical sales, and to 
satisfy his requirements HARDWARE AGE publishes in every fourth 
issue a special ELECTRICAL GOODS SECTION. For the busy mer- 
chant who has no time for specialized papers, this section keeps him 
in touch with market developments, and primarily the latest and 
most successful merchandising plans. . . . The bulk of the electrical 
sales are made by the 13,290 Major Hardware Dealers and almost 
without exception they are HARDWARE AGE subscribers, and they 
pay $3.00 per year for their subscriptions, because they find HARD- 
WARE AGE of material assistance in the conduct of their business. . . . 
This means to the manufacturer of electrical merchandise that his 
contact with the dealers and jobbers he must reach in the hardware 
field is assured, and his sales message is certain to be read by them in 
the ELECTRICAL GOODS SECTION of HARDWARE AGE. 


Electrical Goods Section 
Published Every Fourth Week 


( Hardware Age | 





Charter Member 
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Why the 


HILE the manufacturers and 
W vrier of radios are casting 

about in an endeavor to as- 
certain who will be the logical radio 
dealer of the future, it should be of 
interest to the hardware dealers to 
attempt some analysis of themselves 
in an effort to find just where they 
line up in the distribution of that 


quite necessary addition to the fur- ~ 


nishings and entertainment in the 
modern home; viz., the radio re- 
ceiver. 

Radios are now manufactured by 
established concerns who cover 
their product with extensive guar- 
antees, thereby assuring the dealer 
of their sympathetic cooperation in 
the event of unexpected trouble in 
operation arising from faults in 
manufacture, careless handling in 
transit, or any one of the other 
thousand-and-one things that may 
happen to the delicate mechanism of 
a radio. 


Tue present conditions which at 
tend the manufacture of radio re- 
ceivers at once place them in the 
class of staple merchandise, with 
perhaps one proviso—that the dealer 
does not overestimate his turnover. 

The profit from the sale of radios 
is sufficiently large to attract the 
most cautious dealer, and with the 
present “Franchise Method” of se- 
lecting dealers, the consistency and 
maintenance of that profit is prac- 
tically guaranteed. 

The hardware dealer everywhere 
is keeping himself alert for new 
items to fit in with his business that 
will increase his profits without too 
materially adding to his expense. 


The gradual advance of chain 


stores who are offering the smaller 
items of hardware, as well as the 


By HENRY DEAN 


a Hardware Man 


drug stores and grocery stores now 
almost universally stocking galvan- 
ized ware, household appurtenances, 
electrical appliances, etc., are to a 
great extent responsible for the con- 
sistent outlook of the hardware 
dealer for new items. 

Many hardware dealers have been 
selling electric washers, vacuum 
cleaners, stoves and ranges, refrig- 
erators, and other items of similar 
value that fit their line of business. 


An analysis of the sale of such 
items discloses: not only some of 
the reasons why these commodities 
are sold by hardware dealers, which 
reasons, though they vary with dif- 
ferent dealers, and in different lo- 
calities, may be summed up, in every 
instance, to mean, “Because of the 
resultant profit’; but also such 
things as matters of financing, and 
contingent collections. 

Occasionally, a customer pays 
cash for such items. Generally, 
they are a time proposition; and a 
time proposition—especially for the 
small dealer—becomes a question of 
financing. 

Radios belong to this class, at 
least, as far as sale and collections 
are concerned. 

Consider, for a moment, the re- 
turns from such items, and their 
attendant sales resistance, in com- 
parison with the sales of radios. 
Also, what about profits ? 

The fact that it may require a 
half hour or more of a salesman’s 
time to effect the sale of a vacuum 
cleaner is never considered. ‘The 
dealer’s concern is the resulting 
profit. No longer time is required 
to effect the sale of a radio. 


ardware a 


As to service—some might object 
to handling radios because service 
may be required—no dealer would 
feel justified in discontinuing the 
sales of electric washers because he 
is forced to sell them on the deferred 
payment plan, or because of the oc- 
casional service required to keep 
that indispensable household article 
in first class running condition ; and 
—speaking from experience in re- 
gard to both—it takes no better me- 
chanic to service radios that is re- 
quired to service electric washers. 
The former, by comparison, is much 
the cleaner-job, in my opinion. 

Any hardware dealer who can sell 
a refrigerator, a heater, an electric 
washer, or even a bill of hardware, 
can sell a radio. 

It must be admitted, of course, 
that a salesman can not successfully 
terminate every radio demonstra- 
tion—in the store—by obtaining a 
signature on the dotted line; nor 
does the same salesman always sell 
a stove or range to a prospect, or 
even a set of garage hardware to 
each person who may request infor- 
mation. 


Au hardware dealers are aware 
of the profits to be expected from 
these items. All that should be re- 
quired to commend radios to the 
hardware dealer as a desirable item 
is a comparison of returns. 

It is no secret—so far as dealers 
are concerned—that radio dealers 
are franchised at a forty per cent 
discount from list prices, which dis- 
count, also, applies to tubes. A little 
calculation will inform the dealer 
his gross return. 
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Is a | Logical Radio 


The radio has passed its stage of 
luxury, and has become a household 
necessity, not only from the stand- 
point of entertainment, but also, in 
the light of its informative and edu- 
cational value. 

It has bridged the continent : even 
those living in the most remote 
parts are in position to enjoy its 
entertainment and profit by its in- 
formation. 

The result: every family is a real 
live prospect for a radio. It seems 
unnecessary to enumerate further 
reasons, but in addition, the sale of 
radios will bring into the store cus- 
tomers who desire to purchase radio 
accessories—these can be carried at 
a slight additional investment—re- 
sulting in additional profit. Inci- 
dentally, such customers will, also, 
purchase items of hardware. 





= but not ieast, while radios 
are, at present, pretty much an all- 
year-round proposition, their great- 
est sale is confined to the winter 
months—a time when the average 
hardware dealer desires extra busi- 
ness, and is willing to stretch a 
point to get it. 

Some setting is necessary to the 
successful sale of radios. To pres- 
ent one that is successful and at the 
same time inexpensive, | will at- 
tempt to describe the method and 
place used for that purpose by the 
Harry W. Pealy Co., 276 Wooster 
Ave., Akron, Ohio. 

Visualize, if you please, a well 
lighted rooms — representative in 
size, and general aspects, of the 
average living room—on the second 
floor of a modern hardware store. 
As you enter the room you will note 
a suitable rug on the floor. You 
will be impressed with the comfort- 


A letter such as this will focus the 
attention of customers upon your 
radio department 





Electrical Goods Section 


able, home-like atmosphere of the 
place. There is a table of conve- 
nient size, and several inviting, easy 
chairs. You select your favorite 
cigarette—several popular brands 
are there on the table—light up with 
the lighter which you see there on 
the table, or if you prefer, matches 
are available. Ash trays and other 
articles of convenience are at hand. 
These little details attended to, 
you select one of the easy chairs, 
and settling yourself comfortably, 
you glance around the room. 
There are several radios, nicely 
arranged, for your convenience— 
representative of the two lines Mr. 
Pealy is offering to the trade. Per- 
haps you are struck with the ap- 


utlet 


pearance of a particular one, and 
express your desire to hear it. 

The salesman by removing two 
spring clips from the aerial and 
ground wires respectively, and at- 
taching two like clips in the same 
manner, disconnects the radio that 
is playing, and connects the one you 
have expressed your desire to hear. 
All this is accomplished in less than 
thirty seconds, and as soon as the 
tubes reach the required tempera- 
ture, you listen to the receiver as 
you requested. 

You notice that two wires 
completely around the room, 
when you inquire as to their 
the salesman explains that one of 

(Continued on page 100) 
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THE HARRY W. PEALY CO. 
276 Wooster Avenue 
AKRON, OHIO 


EVERYTHING POR THE HOME IN HARDWARE 


(SALES — SERVICE 








iy. He il, Stus, 
781 Mattison Ave., 
Akron, Ohio, 


i Deer lr, Stus: 


November 16, 1929. 


Now thet winter is coming along I suppose you are counting, 
@s I em, on spending 4 lot of these long winter evenings sitting be- 
fore the fire, listening to the radio, reading e good book. 


Redio surely adds @ lot to a quiet evening spent et home 
if the radio reproduces faithfully the creations of the arti: 








But distortion will ruin the 


who await our fingers on the dials, 
finest progrem - turn grand operé to & cheep burlesque. 


Radio of today is no longer the uncertain playt 
evening hours. Magnificent strides have been made in 
tone and simplicity of operation. 
an extent that it is difficult to realize that the ar 
in person, with you in the room. The new "screen crid 
has resulted in more power and 4 clearer tone. 





front of the fire. 


And there are @ lot of good radios made - splen 
But when we were ready to add radios to our line we wer 
tent with just good sets. 
we picked iveready end Pada, 
mo more than other good sets - but I'm sure they offer 
just a little finer for your money. 












Tone has been perfecte 


Modern radio, faultless in tone, beautiful in appearance, 
is 4s much an essential pert of your home &s is the eas, 


en't con 


We wanted the best. After a long search 
They're not expensive, Nr, Jtuz - 
something 


Wouldn't you like to hear the newest and best in radio in 
your own home? Just sign and mail the enclosed card - we'll do the 


hing of 


y chéir in 


did sets. 
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The New 
TELEVISION 


Development 


4 Tomorrow’s Entertainment 


: Rapidly Approaches 


ELEVISION which can be viewed by a room full 
| of spectators rather than by one or two was an- 
nounced recently by Dr. Vladimir Zworykin, 
research engineer of the Westinghouse Electric and 
Manufacturing Company, to members of the Institute 
of Radio Engineers. The use of a cathode ray tube as a 
receiver gives this new type of television many advan- 
tages over the well known scanning disk method of 
visual broadcasting. 

The inventor is already in position to discuss the prac- 
tical possibility of flashing the images on a motion pic- 
ture screen so that large audicnccs can receive television 
broadcasts of important events immediately after a film 
of these is printed. These visual broadcasts would be 


synchronized with sound. 
The cathode ray television receiver has no moving 





























Dr. Vladimir Zworykin is shown above holding 
the cathode ray tube which forms the receiver of 
the new type of television invented by him. 


parts, making it more easily usable by the rank and file 
of the radio audience. It is quiet in operation and 
synchronization of transmitter and receiver is accom- 
plished easily, even when using a single radio channel. 

Another advantage is that, using a fluorescent screen, 
the persistence of the eye’s vision is aided and it is 
possible to reduce the number of pictures shown each 
second without noticeable flickering. This in turn allows 
a greater number of scanning lines and results in the 
picture being produced in greater detail without increas- 
ing the width of the radio channel. 

The apparatus described by Dr. Zworykin is now 
being used in experimental form in the Westinghouse 
research laboratories in East Pittsburgh. A number of 
similar receivers are being constructed in order to give 
the set a thorough field test through station KDKA, 
Pittsburgh, which already is operating a daily television 
broadcast schedule with the scanning disk of trans- 
mission. 

The pictures formed by the cathode ray receiver are 
four by five inches in size. They can be made larger 
or brighter by increasing the voltage used in the receiver. 

The transmitter of this new television apparatus con- 
sists of a motion picture projector rebuilt so that the 
film to be broadcast passes downward at a constant 
speed. This film is scanned horizontally by a tiny beam 

(Continued on page 94) 


The illustration at the left shows how the broadcast images 
are projected on a mirror in the top of the cabinet permit- 
ting many observers. 
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= 
for March Toaster Sales | | 
Push toaster sales during March, for it is National Toaster Month— = Vote 
when the advantages of toasting bread electrically will be brought ii is 
forcibly to the consumer’s attention through intensive advertising. S te 
To stimulate toaster sales we now offer one of the most popular toasters pr if 
(No. E9412 Turn-Easy) from our UNIVERSAL DeLuxe Line FOR A i 2 


RESTRICTED TIME ONLY at the Special Sale Price listed above. 
This highest quality toaster as special sale merchandise brings you a 
quick profits today, and through repeat sales to highly pleased cus-  f?.” te g 
tomers, it paves the way to even greater profits tomorrow. ix ce fae 
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LANDERS, FRARY & CLARK 
NEW BRITAIN, CONNECTICUT 























ow Williams Turned His Appliance 
Capital 15 Times in 1929 


a NHE first year that J. How- 
ard Williams of Tamaqua, 
Pa., was in business, from 
March 17, 1904, to March 17, 1905, 
he did a volume of $2,000 on plumb- 
ing and heating installations. Four- 
teen years later he moved into a 
new store, and on moving decided 
to branch out from the exclusive 
plumbing and heating business and 
handle a line of hardware along 
with electrical appliances. That 
year, 1918, he did a volume of $52,- 
000, of which $44,000 was on 
plumbing and heating, $6,000 on 
general hardware and $2,000 on ap- 
pliances. In 1929 the volume totaled 
$156,000 (three times the volume of 
1918), divided as follows: Plumb- 
ing and heating, $50,000; general 
hardware, $20,000; electrical appli- 
ances (cleaner and washer), $86,- 
000. 


KK evmewine Mr. Williams’ 
quarter century in business, we find 
that his original line of plumbing 
and heating has grown from $2,000 
to $50,000, or an average increase 
per year equal to the first year’s total 
business. And in the eleven years 
that have passed since he branched 
out, the general hardware business 
has grown from $6,000 to $20,000, 
or an average increase of $1,400 per 
year. The electrical appliance vol- 
ume, meanwhile, has risen from 
$2,000 to $86,000, or an average in- 
crease of $8,400 per year, and now 
constitutes 55 per cent of the total. 

Furthermore, the turnover of the 
appliance capital was about 15 times 
in 1929; the turnover of the rest of 
the capital, 3 times. 

These facts, moreover, relate to 
a business located in a city that has 
a present population of but 14,000 
people—in the hard coal section of 
the country, where the miners are 
employed about 70 per cent of the 
time. With the mines idle, the rail- 
road work slackens and business 


comes to a standstill. The territory, 
therefore, it is plain to see, offers no 
soft-snap set-up. 

This sounds like magic. And it 
is magic—the magical result of well- 
planned and energetically conducted 
modern merchandising. Mr. Wil- 
liams’ business has reached its pres- 
ent proportions as the natural con- 
sequence of earnest effort, with the 
lessons experienced along the way 
applied as soon as they were learned. 


T: 1E first appliance that Mr. Wil- 
liams took on was the washing ma- 
chine. In the first five years, eight 
or nine different makes were 
handled, at times only one make, at 
others several. Since 1923, how- 
ever, Mr. Williams has concentrated 
on the one make which he now 
sells. 

On cleaners it is a similar story. 
Four makes were handled in 1918, 
but only one make—the same as is 
now bringing him exceptional vol- 
ume—has been sold since 1919. 

“One of the chief lessons learned 
during my years of selling,” says 
Mr. Williams, “is this: Handle but 





one make of each line of merchan- 
dise, and that the best—not one that 
in your offhand opinion you regard 
as best, but one that has proven it- 
self best in actual performance. It 
should be a well-established make 
and one that is well advertised, a 
make that has User prestige behind 
it, a make that also has back of it 
the endorsement of recognized au- 
thorities. 

“Here are the reasons why: (1) 
People will buy the best. (2) It is 
more profitable to handle just one 
make—smaller stock, quicker turn- 
over. When we carried several 
makes, some sold and others did not. 
The capital tied-up in the poor-sell- 
ing makes was not only idle but it 
actually depreciated, since we had to 
close out these poor-selling appli- 
ances at a loss. (3) People should, 
and they want to, look to the dealer 
as an authority on what he sells. 
They do not like to deal with a store 
that says, ‘Well, here are several 
makes. They are all the best. Take 
your choice.’ The public would 
rather have the dealer say, ‘This one 
is the best. We have investigated, 
and know.’ 


An interior view of the Williams store is shown in the photograph below. Some of 
the important major electrical appliances sold by the firm are featured in the fore- 
ground of the picture. 
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By Enoch Lundquist 


“If handling such an appliance, 
and if really understanding and ap- 
preciating its worth, the dealer can, 
in both spoken and printed word, 
give his unqualified endorsement to 
it. 

“A second lesson that our experi- 
ence has taught us is to have special- 
ists do the selling, and to have the 
salesmen directed and supervised by 
those who are expert at that partic- 
ular job. The plumbing contractor, 
the hardware dealer, does not have 
time to do any selling—he has too 
many other things to attend to. And 
when anybody and everybody in the 
shop takes an occasional hand at 
selling, it soon becomes nobody’s 
job to sell. Consequently, lacking 
sales effort one also lacks sales. 


be A 
T the start everybody in the 


shop sold both washers and cleaners. 
Next we had men on appliances 
alone, selling both lines. But each 
man had his pet, and he soon got to 
neglect the other appliance. That 
was almost as bad. Now, for some 
years past, we-have had certain 
men selling washers exclusively and 
certain others selling the cleaner ex- 
clusively. 

“Now we are sure that the men 
know all about their respective ap- 
pliances, and that they know how to 
convincingly demonstrate and sell 
them. Only by having them con- 
centrate on one appliance, however, 
can a dealer be certain that there is 
constant effort behind that appli- 
ance. 

“Another thing that we have 
learned is that accounts should be 
checked in detail so that they will 
not become delinquent. Customers 
should pay as regularly as the cal- 
endar brings the date around; if 
permitted to slide past, it becomes 
necessary to resell them on the ap- 
pliance bought or to take it back.” 

Mr. Williams took a long step 
forward when deciding to concen- 
trate on one make, but the real 
growth of his electric cleaner de- 


Electrical Goods Section 


In the accompanying 
article, the experiences 
of J. Howard Williams, 
Tamaqua, Pa., with 
merchandising major 
electrical appliances 
are related in a helpful 
and practical manner. 
Although the popula- 
tion of Tamaqua is less 
than 13,000, his 
annual volume in ap- 
pliances for 1929, 
totaled $86,000. 


partment dates from 1924, when he 
adopted what is known as the Co- 
operative Plan. Under this arrange- 
ment the manufacturer, through his 
local or district manager, hires, 
trains and supervises the salesmen. 
These are taught how to canvass, 
and they learn the value of doing 
so; they learn the fine art of dem- 
onstrating and learn to follow up 
users to get from them the names of 
friends to whom they have recom- 
mended the cleaner. 

This last is an important activity 
in building volume—the two clean- 
er salesmen find that it contributes 
nearly one-third of their sales. No 
woman is at all backward about tell- 
ing her friends of her selection of a 
fine, high-cost appliance, or slow to 
urge them to get the same thing. 
But unless users and user-leads are 
followed up, the value of these rec- 
ommendations becomes lost. 


Ver another important move was 
made by Mr. Williams in the fall 
of 1928 when he joined with the 
manufacturer in a suggested trade- 
in plan. Of this he says: “The 
trade-in plan, while by no means ac- 
counting for all the increase, was 
yet a big factor in increasing our 
sales during 1929, when the volume 
just about doubled.” 

Nor has it been a case of losing 
money on trades in order to gain 
volume, for the allowances are mod- 
est, and in most instances the man- 


ufacturer assumes half the trade-in 
sum, with the salesmen and Mr. 
Williams standing each a fourth. In 
some instances the salesmen must 
assume the entire trade-in cost. 

Six men, five salesmen and one 
supervisor, operate on washers, this 
for the reason that Mr. Williams’ 
washer territory extends to other 
nearby towns, the most distant be- 
ing sixteen miles away, which gives 
him a field of about 60,000 popula- 
tion. The washer men have their 
work planned and directed by the 
factory supervisor, which rids Mr. 
Williams of all the work and worry 
(impossible for him to assume, any- 
how ) of finding and hiring the right 
type of men, of training them and 
managing their production of sales. 


Mx. WILLIAMS has found that 


he must keep the field “cleaner 
conscious” and “washer conscious” 
if good development is to result. 
Newspaper advertising is the chief 
reliance in keeping the Tamaqua ter- 
ritory in such state. The cleaner 
manufacturer shares 50-50 in the 
newspaper advertising and also fur- 
nishes booklets, folders and various 
advertising and display helps free. 
Twice a year, when for short pe- 
riods the cleaner is offered at lower 
than usual down payments, broad- 
sides are distributed to all Tamaqua 
homes. The helps used in promot- 
ing washer sales, on the other hand, 
are bought from the manufacturer, 
but at a moderate cost. The washer 
nianufacturer also does some news- 
paper advertising. 

Now, why is Mr. Williams so de- 
lighted with the cleaner and washer 
departments? These further de- 
tails from 1929 give the reasons— 
the cleaner stock averaged $900, the 
accounts receivable averaged $12,- 
000 (most electrical appliances are 
bought on time, but the customer 
pays interest on the outstanding ac- 
count), the turnover was 24 times. 

The washer stock averaged $2,- 
500, accounts receivable averaged 
$35,000, the turnover was 12 times. 

While the result was magical, it 
was attained by the simple expedi- 
ent of handling quality goods, ap- 
preciating their value and service to 
the public (and therefore) putting 
enthusiasm into the effort and by 
following proved practice in plac- 
ing them before prospects. 
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Unqualified Leadership 


€ In 1929, hardware manufacturers published 50% more pages 
of Advertising in HARDWARE ACE than in all other national 


hardware papers combined. 


{ Moreover, the number of advertisers using HARDWARE AGE 
in 1929 was greater than the combined total number using all 


other national hardware papers. 


€ This overwhelming leadership has been maintained year after 


year by HARDWARE AGE. 
© Advertisers thus emphatically endorsed HARDWARE AGE as 


the outstanding medium for reaching and influencing the 


buying power of the trade. 


€ Manufacturers demanding the utmost productivity of their 
advertising dollars in 1930 will find it profitable to study and 


apply the practice of experienced hardware advertisers. 


HARDWARE AGE 


Unit of the United Business Publishers, Inc. 
239 West 39th Street New York City 


A.B. C. Charter Member A. B. P., Inc. 
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Cireulation Reeords of Os Wears Broken 


This chart presents the growth of the circulation of HARDWARE ACE over a 
period of eight years. Today the net paid circulation of HARDWARE ACE is 
at the highest point in its 75 years of publication. 


Circulation 
Growth at a 
Substantial 
Subscription 
Price 


Hardware Age 
Net Paid Circulation 
1922-] 


Audited by the 
Audi# Bureau of Circulations 





DEC. DEC. DEC. DEC. DEC. DEC. DEC. DEC. 
1922 1923 1924 1925 1926 1927 1928 1929 * 


*NOTE—A. B. C. figures for six months ending Dec. 31, 1929, not available at this date. 


Despite the fact that more hardware papers than ever before are given away free 
and uninvited, hardware merchants pay a substantial .subscription price for 


HARDWARE AGE. Its circulation has steadily increased and at the highest 


subscription price of any hardware paper. 


This is definite unqualified evidence that hardware dealers recognize the greater 


value of HARDWARE ACE in equipping them to be more successful merchants. 


HARDWARE AGE 


Unit of the United Business Publishers, Inc. 
239 West 39th Street New York City 


4. &. €. Charter Member A. B. P., Ine. 
Electrical Goods Section 
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The New Television Development 


(Continued from page 88) 


of light which, after passing through the film, is focused 
as a stationary spot on a photo-electric cell. The scan- 
ning motion of the beam is produced by a vibrating 
mirror which deflects the light from one side of the film 
to the other. 

Dr. Zworykin was forced to develop an entirely new 
type of cathode ray tube for his receiving apparatus 
which he calls a “kinescope.” In this tube a pencil of 
electrons is bombarding a screen of fluorescent material. 
The pencil follows the movement of the scanning light 
beam in the transmitter while its intensity is regulated 
by the strength of the impulses received from the trans- 
mitter. The movement of the scanning beam, conse- 
quently of the cathode ray pencil, are so rapid that the 
eye receives a perfect impression of a continuous minia- 
ture motion picture. 

A reflecting mirror mounted on the receiver permits 


the picture to be observed by a number of spectators. 

This condensed description of the methods used by 
Dr. Zworykin to effect television transmission can give 
only an idea of the possibilities of the new system. To 
the radio public it means, when perfected, a means of 
television which will be simple to operate because it has 
no scanning disk or other moving mechanical part. The 
receiver will operate in silence, offering no interfer- 
ence to sound broadcasts. 

To the radio engineer the invention is important for 
the same reasons and because it*will not be wasteful of 
radio wave bands. This, because the transmitter and re- 
ceiver can be synchronized using but one channel. 

The name of Dr. Zworykin is not new to the radio 
public. Earlier this year he was brought into the lime- 
light in connection with his facsimile transmitting device 
for telegraphing photographs, letters, drawings, etc. 





Recent Report Stresses Advantages Of Electrical Ventilation 


“Start talking ventilation to the average man,” says 
a report on Marketing Electricity for Use in Ventila- 
tion, just issued by the General Power Committee of the 
National Electric Light Association, “whether in his 
office, workshop or home, and you open a subject in 
which he is vitally interested. Good ventilation is now 
recognized as a necessary factor in assuring good health 
in the individual as well as efficiency in his work.” 

Scientific authorities have long and constantly pointed 
out that good ventilation is the replacing of bad or 
used air with pure, fresh air brought in from outside. 
The problem of ventilation is to remove the breathed 
air and replenish the supply of fresh air. The answer 
to this problem, according to the report, is “properly 
designed positive electrical ventilation. It assures the 
entrance of fresh air and the removal of the ‘used’ air at 
all times. It creates no drafts, permits no ‘dead air’ 
pockets and insures a supply of fresh air in all parts of 
the room.” 

It has long been recognized that proper ventilation 
bears a direct relation to the success of any business 


enterprise. The public instinctively avoids a_ theater 
where the ventilation is known to be extremely poor. 
Retail stores, and especially department stores, where 
many people congregate and where outdoor wraps are 
seldom removed, should have the very best of ventilating 
systems not only for the sake of the comfort of cus- 
tomers but for the sake of efficiency of employees. The 
same thing is true, perhaps in an even more marked 
degree, in restaurants. In the factory or on the farm, 
in homes, offices, hotels, laundries and garages, in fact 
in every sort of an indoor place occupied by humans, 
positive ventilation that provides fresh air without de- 
creasing the comforts of the room is of the utmost im- 
portance, particularly in cold weather. 

According to the report “the electric ventilator stands 
alone as the efficient and positive agent of good ventila- 
tion. It creates no discomforting drafts and does not 
depénd upon wind velocity for operation, but at the 
simple turn of a switch provides healthful outdoor at- 
mosphere indoors at every season of the year wherever 
people live, work or assemble.” 





Business Outlook Brightens 


Business conditions in the United States look en- 
couraging at the present time with the danger of a long 
depression fairly over and the early renewal of the 
normal onward march of living standards and business 
progress in evidence, according to a statement issued 
today by Julius H. Barnes, chairman of the National 
3usiness Survey Conference, based on reports reaching 
the headquarters of the conference. 

“Detailed reports on the business situation reaching 
the headquarters of the National Business Survey Con- 
ference continue encouraging,” Mr. Barnes stated. 


“Business is on the upgrade and we are rapidly approach- 
ing the time for the ordinary revival of outdoor work, 
which will further accelerate progress. 


According to Julius H. Barnes 


“The shock of the deflation in security prices has 
largely been absorbed in three months. The danger of 
a long depression appears fairly over; with every evi- 
dence of early renewal of the normal march of living 
standards and business progress.” 

Mr. Barnes attributes the improvement to the collec- 
tive common sense, the courage and enterprise of all 
kinds of Americans in business and out, but warns that 
business must continue to apply these qualities, especially 
for the next few weeks. “Careful planning and co- 
operation can improve buying power still further and can 
help to relieve individual hardship,” he said. “Three 
months is a short period in the evolution of business” he 
added, “but a long time to the worker out of a job, 
even if he has accumulated savings.” 
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YOU 


SHOULD 
OWN ONE 


. pan Edison MAZDA* Lamp Agents who 
own a Merchandiser know its value as an 
aid to lamp selling. 

Designed after a thorough survey of merchan- 




















dising needs, it incorporates all of the essentials 
necessary to successful display. 

If you do not own one, you should order im- 
mediately. The delivered price of the Merchan- 
diser is $7.95 and with stand $14.95. 

Get in touch with your jobber’s salesman or 
order direct from the Publicity Department, 
Edison Lamp Works of General Electric Com- 
pany, Harrison, N. J. 














*MAZDA—the mark of a research service 


EDISON MAZDA LAMPS 
GENERAL® ELECTRIC 


Electrical Goods Section 
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ibro- Shave 


ELECTRIC RAZOR 








Simple to operate, amazing in results, retails 
for $5.00 and it sells on sight! Every man is 
tired of the old “scraping” method and wel- 


REPEAT comes the new Electric Razor that massages 


BUSINESS 
ON BLADES! 


Vibro-Shave Mirror Edge Blades are made of finest Swedish 
Charcoal Steel, insuring extra life and long service. Only Vibro- 
Shave Blades can be used on the Vibro-Shave Electric Razor. 
Easily stropped in any 2-edged stropper. goes with each razor. Write us a bout our 
Packet of 10 blades—Retail price, $1.00. 5 ua 
Carton of 10 packets (100 blades)—Retail price, $10.00. fohaamel@ih a=) fo| ea le rp ge) p osifion. 






as it shaves. Reap the rewards of demand 
created by our national advertising — quick 


turnover, generous profits. Our guarantee 








Ask Your Jobber! | 








nee ELECTRIC RAZOR SALES CORPORATION OF AMERICA 
160 N. LaSalle Street, Dept. T. T. 1 
CHICAGO, ILLINOIS 


EASTERN OFFICE CANADIAN OFFICE 
Graybar Building Electric Razor Sales of Canada 
New York City Tramways Building 


NEW YORK MONTREAL 
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THEY EXPECT MORE 


monn yng 


dhewe NEW 


them with 


ONE MINUTES” 


Full heavy porcelain tub—stain proof 
—long lasting—attractive. 


Silent gear assembly—sealed against 
service. The quietest washer made. 
Agitator with deep wings—Faster 
washing—Safety to clothes—Washes 
collars — Washes cuffs— No hand 
rubbing, 


ONE MINUTE 
MANUFACTURING CO. 


NEWTON, IOWA 





O 


Double Balloon 2” wringer rolls. No 
broken buttons nor bent hooks. 

The first truly service proof washer. 
A feature enthusiastically welcomed 
by washing machine dealers. 

The most beautiful—cleanest cut— 
easiest to sell washer ever created. 
A quality job—the popular price 
overshadows all competition, 







Model 129-A 
One Minute— 
the Washer 


supreme. 


Women who buy washers this year are going to 
expect a lot for their money. Are you ready to 
completely satisfy them? One Minute offers the 
Washing Machine dealer the biggest opportun- 
ity today in its 30 years of successful Washer 
manufacture. The machines and the values— 
enable you to give your customers more for 
their money than ever before in the history of 
the business—In Improvements, Refinements 
and Appearance the New One Minutes are far 
in advance of the field. Write or wire today for 
full details. 

















Dept. H.A 


ONE MINUTE MFG. COMPANY 
Newton, Iowa. 


Send us—quick—the facts on the New One 
Minute Washers. We are interested. 


————— Ee EE Ri Re 


Address ee ae 
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MRS. MAUDE MARTIN 


In charge of the electri- 
cal appliance and house- 
wares department of the 
Frank Burke Hardware 
Co., Waukegan, Iii. 
Many Waukegan house- 
wives consult with Mis. 
Martin regarding their 
culinary problems. 


With plenty of 
training as a 
demonstrator of 
housewares in 
hardware stores, 
she understands 
the technique of 
inducing a cus- 
tomer to buy 
more than the 
customer in- 


tended to buy 





HOW 





: 


MRS. MAUDE MARTIN 


SELLS ELECTRICAL 
APPLIANCES FOR 


FRANK BURKE HARDWARE 


T takes an interested woman to 

sell women’s things to women. 

Mrs. Maude Martin, who has 
charge of household electrical appli- 
ances and other housewares for the 
Frank Burke Hardware Co., Wau- 
kegan, Ill., is not only interested ; 
she is trained for the job. 

For a number of years Mrs. Mar- 
tin has gone from city to city, and 
town to town, demonstrating domes- 
tic wares to women, mostly in hard- 
ware stores. Last June she came to 
the Burke store and conducted a 
cooking school for an aluminum 
goods manufacturer. Now she is a 
valued member of the Burke staff. 

The support she gets from the 
“boss” must be inspiring to her, for 
Frank Burke himself is an enthusiast 
over the possibilities of domestic 
electrical appliances and modern 
kitchen equipment in a hardware 
store. His own retail institution, 
which he founded in 1911, furnishes 
a capital example of what can be 
done in this respect. Mr. Burke says: 


Orr electrical department is 


growing. There is no question about 
that. It should be a coming depart- 
ment in any hardware store. In or- 
der to succeed, however, somebody 
must be placed in charge who knows 
the goods and knows how to present 
its merits to the feminine public par- 
ticularly. 


“Mrs. Martin has demonstrated 


such merchandise from one end of 
the country to the other for leading 
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manufacturers. She is an experi- 
enced sales woman and understands 
how to sell a customer more than 
the customer came in to buy. 

“Tn handling household appliances 
in such a store as ours it is necessary 
to see that the whole line is high- 
class. Because we adhere to this 
policy we are not in competition with 
ten or fifteen other stores here in 
Waukegan. 


sé 

Orr merchandise of this sort is 
in a class by itself and we intend to 
keep it so. This line is attractive to 
the mechant because the margin per- 
mits a fair profit. It does not allow 
us the widest margin we enjoy, but 
it remains attractive because we re- 
fuse to lower the standard. 

“It furnishes a better net than 
many of the more staple items we are 
obliged to carry. Our appliance de- 
partment is worked hard through 
every holiday season. From the last 
of November to the middle of Janu- 
ary, this department presents prob- 
ably the best showing on our main 
floor. 

“During the holidays, we get in 
a supply of fancy display boxes. 
Their jackets are not covered with 
the time-worn holly design. They’re 
newer than that—modernistic. Those 
boxes sell themselves and appliances 
inside them. Some women even buy 
the boxes alone for other purposes. 

“They’re the talk of the town. 
‘Where did you get that beautiful 
box?’ asks Mrs. Black. ‘At Burke’s,’ 
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Mrs. Brown replies. In such fashion 
these holiday packages create cus- 
tomers for our store.” 

And here is a good place to tell of 
the “Glorified Skillet.” The “Glori- 
fied Skillet” is simply a high-grade 
skillet finished in green enamel which 
Mrs. Martin sets off in one of these 
modernistic packages. What woman 
with a pocket-book could resist such 
an appeal? Skillet and box, Mrs. 
Martin sells the irresistible com- 
bination at $4.25. That’s one way to 
dramatize hardware. 


M RS. MARTIN does both the 
buying and selling in her depart- 
ment. Her special efforts make a 
lot of difference in the movement of 
the goods under her care. Within 
three months her sales of aluminum 
ware increased 40 per cent ; approxi- 
mately the same results are achieved 
in the sale of electrical appliances. 

Of the latter she carries but one 
good line, which, because of intrinsic 
merit, appearance, and the manufac- 
turer’s advertising and resultant 
prestige, commands a_ profitable 
trade when properly pushed as she 
pushes it. 

Most of her electrical appliances 
are concentrated on one table. A 
waffle iron sells off that table at 
$14.75; a toaster at $12.50. Thus 
some of the higher-priced units run. 
Up the street a few doors from the 
Burke store is the sales room of a 
public utility company in which glit- 


ters a resplendent display of electri- 
cal utensils. 

“Can you sell against such compe- 
tition?” Mrs. Martin was asked. 

“No trouble at all,” she smilingly 
replied. “And we don’t sell on the 
instalment plan, either. Not long ago 
I sold a man a toaster for $12.50. 
Some time later, his wife brought 
it back. 

“She was a little indignant. She 
had been in the sales room of the 
big public utility company in Chicago 
and some sales girl there had told 
her that another and cheaper toaster 
was better. 

“Naturally, she thought her hus- 
band had been the victim of a bad 
bargain. But I went over the toaster 
with her, point by point, and it was 
not difficult to convince her that she 
had an appliance of high quality. She 
kept it. 


“Tn this kind of work it is neces- 


That a woman can talk more 
convincingly to prospects of 
her own sex about electrical 
appliances used for culinary 
purposes than a man is indi- 
cated here. With the fem- 
inine element such an im- 
portant factor in present day 
sales, the advantages of sales- 
women for certain household 
hardware lines deserves care- 
ful consideration. 


sary for a woman to read, study and 
learn. New models are coming out 
more or less constantly and one must 
keep informed in order to buy in- 
telligently. 
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Evecrricat appliances and 
modern kitchen equipment lighten 
the housewife’s work to an astonish- 
ing degree. Many of the housewives 
do not know to what extent they 
can reduce their drudgery. It is 
my job to tell them. 

“The other day a woman came in 
and asked for a pan in which to bake 
a graham cracker pie. We didn’t 
happen to have exactly the kind of 
a pan she had in mind. It would have 
cost about thirty-five cents. 

“But I showed her one of our 
aluminum torte pans in which she 
could not only bake her graham 
cracker pie, but loaf cakes, tube 
cakes and short cakes as well. 

“The pan has a split side which 
springs open when a simple lock is 
released and the cake comes out with- 
out a blemish. Three interchangeable 
bottoms come with it, one plain, one 
tubed, and another resembling an 
inverted pie pan. It answered her 
immediate purpose in addition to 
several other purposes. 

“She was delighted and bought the 
torte pan for $1.50. She came in 
with her mind set on spending about 
thirty-five cents; she went out with 
a useful article that cost more thar 
four times that amount.” 





Candle Light is More Expensive Than Electric Light 


CCORDING to a statement 
made recently, it would have 
cost our grandfathers $450 to 

buy enough candles to get the same 
amount of illumination we now get 
for $2.20 worth of electricity. 

Lighting one room with a 100 
watt incandescent lamp for 300 
hours costs $2.40 or less. 

Lighting another room of the 
same size, the same length of time 
and with the same brightness, using 
the original lamps made by Thomas 


Electrical Goods Section 


Edison 50 years ago, would now 
cost more than $20. At then exist- 
ing rates for electric service the cost 
would have been much greater. 

Going still farther back in light- 
ing methods and using candles, re- 
placing them constantly as they burn 
down, and keeping a room of the 
same size lighted to the same bright- 
ness for the same length of time, 
would cost more than $400. 

Only the rich can now afford to 
burn candles! 


In 1790, at a reception given in 
honor of George Washington, it 
took 2,000 candles to illuminate the 
hall, costing about $10 an hour. To- 
day, electricity giving the same 
degree of illumination, would cost 
only about 20 cents an hour. 

These figures tell in a nutshell 
part of the story of the greatness 
of Edison’s gift of light to the 
world, and of the 50 years of electric 
development incorporated in the 
electric service of today. 
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AN ENORMOUS 


MARKET EXISTS 
FOR THE B-H 


RECTIFYING 





Carton of fuur 
Eveready Raytheon B-H Tubes 


EVEREADY 
RAYTHEON B-H 


THE B-H tube is standard for more than 100 
makes of “B” power units. Most units were 
designed for the B-H tube, and millions were 
sold in the past few years. When tube re- 
placements are necessary, your customers 
want B-H tubes. 

You can buy handy cartons of four Ever- 
eady Raytheon B-H Tubes. Always keep at 
least one full carton on hand. Tell your cus- 
tomers what a great improvement in recep- 
tion a new rectifying tube will make. 


NATIONAL CARBON COMPANY, INC. 


General Offices: New York, N. Y. 


Branches: Chicago Kansas City New York 
San Francisco 


Unit of Union Carbide (qa and Carbon Corporation 


EVEREADY 
_RAYTHEON 











Why the Hardware Store Is a 
Logical Radio Outlet 


(Continued from page 87) 


them is an aerial, and the other a ground wire. He ex- 
plains that they are arranged so any customer may listen 
to his choice of receivers,at a moment’s notice, the only 
thing required being the removal of the spring clips 
connecting them to the radio at that time in operation, 
and attaching the spring clips of the radio you wish to 
hear. 

You sit there and listen in comfort. There are no 
interruptions, and, likely as not, if you are without a 
radio, you will have purchased one before you leave. 

Mr. Pealy insists that two lines are necessary to the 
successful sale of radios, that one may satisfy the tastes 
of different customers. He wishes it understood that 
he does not pose as a large radio dealer with a preten- 
tious business, but testifies that his store has repeatedly 
placed as many as six radios a week, and that, without 
neglect to his regular business of vending hardware. 

In accomplishing this, Mr. Pealy used no newspaper 
advertising; relying, instead, upon the manufacturer’s 
national advertising to care for his needs. He gets in 
touch with his prospects through the personal element 
—mouth to mouth advertising—and invites their atten- 
tion through personal letters. He follows up with per- 
sonal calls. 

Anyone can figure, quite close, the additional profit 
that Mr. Pealy will have to his credit at the end of 
his fiscal year, if we take into consideration that the 
radios he sells average more than two hundred dollars 
each. 

Now that radios can be financed in much the same man- 
ner as electric refrigerators, electric washers, automo- 
biles, etc.; why should not the hardware dealer give this 
item—an article essential to every American home—his 
very earnest consideration? 

Obviously, the alert hardware dealer, to be successful 
in selling radios, will watch his turnover that he may not 
be caught with dead stock; for—as in the automotive 
industry—there will be improvements from time to time. 
Manufacturers will fail occasionally, with the resultant 
dumping of their product on the market at greatly re- 
duced prices, and—but in all business, there is the ele- 
ment of chance. 

The hardware man knows his business. 
a logical radio dealer. 


Surely he is 


1929 Radio Exports Increased Over 
$11,000,000, Establishing Record 


With exports of radio apparatus amounting to $23,- 
122,141, a gain of $11,060,662 over the previous year, 
the United States foreign trade in electrical equipment 
of all kinds during 1929 reached the highest level in 
history with a total value of $149,601,854 or $38,830,354 
in excess of 1928, according to the Electrical Division, 
Department of Commerce. This total is approximately 
$36,000,000 greater than the value of exports for any 
previous year.. 
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Many Problems Were Encountered 
In Perfecting Auto Radio 


Ata time when the radio industry may perhaps wonder 
where it will find a large enough market to absorb the 
full production of its vast plants this coming year, there 
looms in sight a new field which promises to accommo- 
date much of that production. Automobile radio, or the 
radio receiver built into the usual automobile, now makes 
its debut and promises to become commonplace within 
the next few years. 

“Automobile radio is by no means a mere matter of 
building a radio set into the dashboard of the car,” ac- 
cording to one radio expert, who has said: “There are 
numerous problems not encountered in the usual home 
radio installation. For one thing, we do not have the 
handy electric light current at our disposal, and must 
therefore arrange to operate either on batteries or with 
a special high-voltage generator to supply the B and C 
requirements of the set. Again, we are confronted with 
severe vibration and even jolts, which must be met by 
the use of more rigid apparatus and probably the heater 
type A.C. tube, even though operating on storage battery 
current. Still again, there is the most important con- 
sideration of interference from the ignition system of 
the automobile engine. While the same problem has 
been solved in aircraft radio through the use of elabor- 
ate shielding, either of the engine proper or the radio 
apparatus, we are faced with economic considerations 
in handling the problem in the usual automobile. 

“That there is a legitimate demand for automobile 
radio, goes without saying. Several manufacturers are 
already offering built-in radio as an optional feature. | 
believe it will be standard equipment within the next few 
years, when demand warrants mass production and low 
prices.” 


A Single $2 Bill Will Perform 
Electrical Miracles for a Whole Week 


A single $Z bill can be apportioned by the housewife 
in such a manner that it will pay for thirteen different 
electrical household tasks for an entire week. Here’s 
what the $2 note will do: 

1. Illuminate a four-room apartment. 

2. Operate an electric toaster ten minutes each day 
of the week. 

. Operate an electric percolator 15 minutes each day. 
. Operate an electric waffle iron 15 minutes each day. 
. Heat an electric iron for two hours. 

Heat an electric grill one hour and eight minutes. 
. Operate an electrical refrigerator in continuous 
service. - 

8. Operate an electric ironing machine one hour. 

9. Run an electric sewing machine for three hours. 

10. Run a vacuum cleaner for two hours. 

11. Operate an electric washing machine for two 
hours. 

12. Run an electric dishwasher each day for 30 


minutes. 
13. Operate a ventilating fan for 7 hours. 


NID tn & bo 
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INSIDE 
AND 


OUTSIDE 
SALES 


Outside Sales of Hygrade Lamps are 
partially made by Hygrade News- 
paper advertisements which feature 
both the Lamps You Can Depend 
Upon and the Tubes You Can Trust. 


Inside Sales are helped by the Hy- 
grade Merchantman—an effective 
container for displaying 
Hygrade Lamps. 


HYGRADE LAMP CO. 


Salem, Mass. 


LAMPS YOU CAN DEPEND UPON 
—TUBES YOU CAN TRUST 


Licensed under General Electric Company's Incandescent Lamp Patents 
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> ELECTRICAL GOODS TO SELL ; 








Westinghouse Refrigerator 
The Westinghouse Electric & Mfg. Co., 
East Pittsburgh, Pa., is offering its new 
electric refrigerator in a limited territory. 
Distribution to this new product will be 
spread over the entire country gradually 
and will extend east of Chicago and north 

of the State of Virginia during 1930. 
There are several new ideas in design 
and operation used in the new refrigerator. 
A hermetically sealed case incloses the mo- 





tor and compressor. The buffet top is a 
flat-topped hood, fitting over the refriger- 
ating unit. As the top is only 60 in. high, 
it may be utilized as a shelf for loading 
and unloading the refrigerator. The in- 
side of the refrigerator is insulated with 
a specially prepared and temperature proof 
composition of Celotex and odorless as- 
phaltum. 

The temperature selector is located at 
arm height on the front of the buffet top, 


for the purpose of regulating the tempera- 
ture within the evaporator. It is used to 
turn the refrigerating mechanism on and 
off and to regulate the temperature. 

All corners of the box are rounded. The 
hardware used on the cabinets was designed 
by skillful artisans and is chromium plated. 
It will not show finger-marks and can be 
cleaned with a wet cloth. 





Eveready Penlight 


A unique flashlight, in size, weight and 
appearance is being offered to the trade 


by National Carbon Co., Inc., New York, 
N. Y. It is known as the Eveready Pen- 
light. 

The new light is made in green, ivory 
and nickel and cannot be distinquished 
from the ordinary fountain pen, accord- 





ing to the manufacturer. It is carried in 
the same manner as a fountain pen, by 
means of a snap over the vest pocket. 
This light is not designed for use as a 
toy. It is ruggedly and efficiently built 
and the refill batteries for this light are 
built along the same lines as the Eveready 
batteries for larger size flashlights, says 


the manufacturer. 


Hotpoint “Button Nook” Iron 

Edison General Electric Appliance Co., 
Chicago, Ill., has announced a special fea- 
ture to be included on the Hotpoint Cal- 
rod Super-Iron. This is the button nook, 
a slot in the lower edge of the iron. It 
is designed to use in ironing under but- 
tons without breaking them. 





With this feature it is claimed that per- 
fect ironing jobs around buttons may be 
made without breaking or pulling off the 
buttons. The Calrod Super-Iron is now 
finished in enduring chrome plate, which 
will not discolor or tarnish. This finish 
is easy to keep clean, according to the 


makers. 


Nesco Bak-O-Grill 


The electric Bak-O-Grill is a new cook- 
ing appliance offered to the trade by Na- 
tional Enamel & Stamping Co., Inc., 23 
Twelfth Street, Milwaukee, Wis. It is 
featured as a new, faster, easier method 
of cooking in and over oven drawer. 





This appliance is ample, according to 
the manufacturer, to cook at one time com- 
plete meals. It plugs into any wall out- 
let. An aluminum oven drawer heated by 
high speed unit at top directs heat to bot- 
There are separate surface plates 

It is finished in chromium. 


tom. 
above. 


General Electric Fuse Plug 
A Pyrex glass top fuse plug is being 
offered to the trade by the General Elec- 
tric Co., Schenectady, N. Y. 
As the top is non-metallic and insulated, 
there are no exposed metal parts when 





the plug is inserted in a cutout. Another 
safety feature is a top that will not shat- 
ter. The link is inclosed in a deep por- 
celain cup in which the arc is broken. 
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> ELECTRICAL GOODS TO SELL < 


Toaster and Siphonator 


Thomas A. Edison, Inc., is offering two 
new electrical household conveniences to 
the hardware trade. The new items are 


to match the urn. 


It may also be had 





when the toast is properly browned. Both 
sides of the toast are browned at the same 
time, to the tint the toaster has been set 


the Edicraft Siphonator and the Edicraft 
Automatic Toaster. 


In the Edicraft Siphonator there are two 
compartments, one furnishing coffee and the 
other containing a supply of hot water. 
This electric device produces coffee by the 
drip method. The model shown is known 
as the Menlo and may be obtained with 
sugar bowl, cream pitcher and heavy tray 
At a higher price this 
same set may be had in a chrome finish. 

The Edicraft Toaster is finished in nickel. 


motor, has_ blue 
. no Duco finish, three 
in a chrome finish, ~~ 7 

simple stroke ad- 


This toaster is automatic and springs open 





for. These new products are manufactured 
by Thomas A. Edison, Inc., Orange, N. J. 





Flapper Model 
Pep Motor 













This exerciser is 
equipped with G.E. 


justments and comes 
with two belts. Sup- 
plies all forms of ex- 
ercise. Suggested re- 
tail price, $87.50. Is 
distributed through 
jobbers. Pep-Motor 
Mfg. Co., 1309 Grand 
Ave., City, 
Mo. 


Kansas 














LAMPS 


Incandescent Lamps for Com- 
mercial, Household and Indus- 
trial Use. 


Manufactured by 
NILCO LAMP WORKS, INC. 


Emporium Pennsylvania 


Licensed Under General Electrie Oompany’s 
Incandescent Lamp Patents 





Identified by the 
Flashing S on a 
Green Oak Leaf 











SIMPLE 


Soldering success in one operation—all you need is heat 
and Kester—the perfect flux is right in the solder. 
Simple, sure, ideal for the soldering needs of every hard- 
ware customer. Kester solders are backed by years of 
national advertising. Boost your sales by stocking the 
complete line. 


From all jobbers. 


4205 Wrightwood Ave., Chicago, Ill. 


Kester Solder Co., 


Established 1899—Formerly Chicago Solder Co. 


PASTE-CORE 
RADIO SOLDER 


ACID-CORE ROSIN-CORE 


METAL MENDER 





Electrical Goods Section 







More than half a million women use 
Bee-Vac daily—and tell their 
friends about it! 


These women have given Bee-Vac widespread 
National Advertising by word of mouth alone. 
Their demand has increased the Bee-Vac dealer 
list to 25,000! 


Order one each of the three models, if 
you wish, and the three-lot discount of 
>40% will be given. On orders fewer than 
three, a 35% discount will be given. Free 


d / 3ee-Vac display material and imprinted 
ae vACc a advertising is gladly supplied upon re- 
Ball - Bearing uest. 

DeLare Elec- $39 75 a 
tric eaner, * - - 
4 Birtman Electric Company, Dept. D 380, 


consumer 
price. 


Attachments 
i) 


4140 Fullerton Ave., Chicago 








DE to LEAD 
all WASHERS in its elass 


Never before f 
such QUALITY at a MODERATE PRICE | 


APPLICATIONS for DEALERSHIP should be made promptly 








to THE FREDERICK CO., 100 West Monroe Bldg., Chicago, Il. |) 


| The ® 
| fredevwicR | 


A Maytag Product i 























































Assortment No. 5020 


New Display Board 
Will Sell More 
Padlocks 


Corbin’s new Padlock 
Display Board made from 
steel is lithographed in 
attractive colors and built 
to sell more padlocks. 





The display board 
measures about 834 x 
93% inches and will 
either hang or stand 
on the counter. 


Assortment No. 5020 


Consists of 1/6 dozen 
each mounted. 


09821 1% inch. Cast Brass 
case, polished. 
09822 1% inch. Cast Brass 
case, polished. 
09823 2% inch. Cast Brass 
case, polished. 


Assortment consists total 
of % dozen padlocks. 


Order thru your jobber 
or write us direct. 


Corbin Cabinet 
Lock Co. 
The American Hardware 
Corporation, Successor 
NEW BRITAIN, CONN., 
CS. 6 A. 
NEW YORK—2!I Warren St. 
0—319 W. 


G Randolph St. 
ADELPHIA—405 Com- 
merce St. 
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Paint Story 


m 


HARDWARE 


AGE 


Hardware Age is read every week by 
merchants who are always ready to give 
a likely product a trial. One of the 
reasons why these men read Hardware 
Age is to keep in touch with what is 
being offered by manufacturers. 


Tell them your Story and keep on telling 
it. You'll meet with a response that will 
prove to be profitable. 
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Drills 
Cutters 
Reamers 
Taps and Dies 
MORSE Quality makes 


repeat business with 
them all. 













Giving a mana little more 
than he expected for his 
dollar is the surest way 
of making him come back 
for another sale. 


Giving the tool buyer more 
production for his dollar 
has been the keynote of 
7 MORSE popularity for 
‘% years. In every 
“a tool that bears our 
trade mark, the fi- 
nest manufactur- 
ing, methods known 
to industry have 
insured long wear, 
fast work, and loyal 
consumer support. 





The Morse Line 
includes : 


DRILLS 
REAMERS 
CUTTERS 

TAPS AND DIES 
SCREW PLATES 
ARBORS 
CHUCKS 
COUNTERBORES 
MANDRELS 
TAPER PINS 
SOCKETS 
SLEEVES 


MORSE 


TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS..U.S.A. 

















<i 
os 
i. 
. 
=. 





every Type and Size 





Reed and 
Prinee 
Produets 
inelude: 


Wood Screws 
Machine Screws 
Cap Screws 

Set Screws 
Stove Bolts 
Sink Bolts 
Hanger Bolts 
Machine Screw Nuts 
Stove Bolt Nuts 
Chair Rods 
Stove Rods 
Seat Rods 
Specialties 


Available in any fin- 
ish — nickel, blued, 
copper, bronze, brass, 
galvanized, plain, 
polished, cadmium, 
chromium. ~* 





Reed & Prince Screw 
Products can be depend- 
ed upon for unvarying 
uniformity in strength, 
finish and dimensions. 
Every Screw, Nut and 
Bolt meets the highest 
standards of quality and 
accuracy. 

For GOOD WORK use 
dependable Reed & 
Prince Products. Your 
largest requirements can 
be handled promptly. 
May we submit samples 
and prices. 








REED & PRINCE MFG.CO. 


WORCESTER, MASS..U.S.A. 
WESTERN BRANCH arCHiCAGO-121 NORTH JEFFERSON ST. 
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T Just Tacks and Small Nails 


After purchasing small items such 

as tacks and small nails, folks are 

— to forget where they got 
em. 


But the full weight, good quality 
of Atlas tacks, always impresses 
them favorably. 


And to help them remember where 
they got 


ATLAS 


Tacks and Small Nails 


we print this reminder on every 
package—“When you get a good 
thing, remember where you got it.” 


It helps, at least customers always 
remember the quality of Atlas 
tacks, as well as the store where 
they bought them. 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 
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Cap’n Mark says: 


“If I were a-sellin’ Rope, 
I’d certainly sell Colum- 
bian Tape-Marked. It 
has more real good sellin’ 
points than any rope I 
know of—and it more’n 
measures up to them.” 
Write our nearest branch for any 


information, 


Coluinbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 





Branches:— . 
New York Chicago Boston New Orleans Philadelphia 











CLOTH 
AND WIRE 
PRODUCTS 


“Buffalo” Quality Standard Galvanized 
Hardware Grade backed by 58 years’ ex- 
perience in wire cloth manufacturing. It 
gives the kind of service to your custom- 
ers that means more sales to you. Com- 
plete information and prices on request. 


Write for Folder 83-B 
BUFFALO WIRE WORKS CO., Inc. 


(Formerly Scheeler’s Sons) Est. 1869 
518 Terrace Buffalo, N. Y. 











Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 
Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 
5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
Department Stores aaaneing, SasGneee and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 
Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen’s calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 

















Better Things 
Are Just Ahead 


for the dealer who makes his show windows 
attract customers by the use of the right ma- 
terial. 


The manufacturers who advertise in Hard- 
ware Age will be glad to supply the needed 
material, and each issue of Hardware Age 
will furnish you with examples of effective 
window displays that have proven successful 
for other stores. 


Hardware Age, 


239 West 39th St., New York City 
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No. 03351 
Combination Tooth Brush 
and Tumbler Holder 


No. 03351 White Finish 
No. X3351 Chromium Finish 
No. 3351 Nickel Finish 


We also manufacture 
Furniture Trimmings, 
Upholsterer’s Nails, 
Eyelets, Grommets 
and Washers. 
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53: die she die 


SOLID BRASS 


The most important feature of Bath Room Fixtures 
is the MATERIAL from which they are made. 
Keep this firmly in mind and remember that 


RINGCO 


Bath Room Fixtures 


are always made of SOLID BRASS, the most prac- 
tical metal known for Bath Room Fixtures because 
it is absolutely rust-proof. 


We now Chromium Plate these fixtures, which 
makes them tarnish-proof, as well as rust-proof. 
They sell on MERIT. 


Send for latest Catalog and Prices. 


AMERICAN RING COMPANY 


Waterbury Connecticut 


Branch Offices: 
Boston—170 Summer St. New York—2 Hudson St. 
San Francisco—116 New Montgomery St. 
Chicago—29 E. Madison St. 
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Fair at New York. 





Send to your nearest office— 

Yes, we want to know more about this Stencillor. 
Send complete information. 
BN Wiacha cote a Sua Wesdwehens 6 oneens ews ehee ene ee 
| PGS eee eee ee EN Te Pr eet a ee 


Go after Business with Signs that Bring Business— 


Make Them YOURSELF with a Stencillor and Save Money a1 


This is the SIGN WRITER that was 
shown at the Hardware Exhibit at 
Atlantic City and at the Merchandise 


Be SURE it is a “STENCILLOR” 


DISPLAY MATERIAL COMPANY 
774 Grand Avenue, St. Paul, Minnesota 


Eastern Agents: Display Material Co., 99 Beekman St., New York, N. Y. 
Canadian Agents: Display Card Co., Ltd., 206 King St., West, Brockville, Ont. 


aA ttach this coupon to your firm letterha@=_=_ 





USE 
THE 
COUPON 
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Robertson “Horseshoe Magnet” Hammer 


The best permanent magnet hammer on the market. 
A PRACTICAL, AND SUPERIOR TACK HAMMHER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition 








MARK 














Name and design trade marks registered U. 8. Pat. Of. 


ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 
Sole Manufacturer 





SF IOLEHEM PRODUCTS 





OF INTEREST TO THE HARDWARE DEALER 


CAMBRIA FENCE & BETHLEHEM STEEL FENCE POSTS 
WIRE — Barbed, Barbless, Twisted; Processed, Bright, Galvanized 
NAILS—Cement-coated, Bright, Blued, Galvanized 
STAPLES — BALE TIES — BOLTS — NUTS — RIVETS 


Bethlehem Steel Company, General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, Baltimore, Washington, Atlanta, 
Pittsburgh, Buffalo, Cleveland, Cincinnati, Detroit, Chicago, St. Louis. 
Pacific Coast Distributor: Pacific Coast Steel Corporation, San Francisco, Los Angeles, 


Portland, Seattle, Honolulu. 


BETHLEHEM 


ae 





“IVES” Patent Ventilating Lock 





Menafesterers of 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 











Belt Punches Arch Punches 


Spring Punches Revolving Punches 
A varied and attractive line for the Hardware Trade. Also: 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 


The above tools will please your customers, as well as eur 
famous Round and Oval Punches. 

Remember ~ have J one _ ed -d — 4 
faeturing experience, employ o: skilled workmen use 
finest quality of materials. 

We stand back of every tool we make. Try us. 


Write for Catalog. 








©. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 








Garden Tools That Cultivate 
Your PROFITS 





ET the complete line of Hall Gar- 

den Tools cultivate real profits for 
you. Order these tools now and be ready 
when gardening time starts this spring. 
Each tool is balanced and durable. Experi- 
enced hardware men will tell 
you that the Hall trademark 
—recognized as a guarantee 
of quality—makes these tools 
outsell “ordinary” tools. 


HALL MFG. CO. 
Cedar Rapids, Iowa 



















BIGGER VALUE Sells ovens 


Handle the Nesco line and sell 
more ovens. Here are features that 
mean more sales. Full tin lined 
—double walls, asbestos insulat- 
ed—heat indicator—air circulae Ge 
tion—heat deflector —two locks. 
Specify “*Nesco’*to your jobber. 
Nationat ENAMELING AND 
Stampinc Company, Inc. 


13 13th St., Milwaukee, Wis. 


NESCO 
OVENS 


The Nationally 
Advertised Trade Mark 











The symbol of 


quality in chain 


There is an ACCO Chain for every 
industrial, farm and home rurpose— 
in bulk or made into specialties. 
Concentrate on this_ profitable 
quality line. Made by the world’s 
largest manufacturer of welded and 
weldless chain. 
AMERICAN CHAIN CO., Inc. 
Bridgeport, Conn. 


Makers of the Famous Weed Tire 
hains 











SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each thestandard of quality for its particular use. 
“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 
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W LWO RTH It’s Just Downright Good Business 
J \ Judgment to Sell 


Walworth Company, General Sales Offices: IVER J OHN SON 


51 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, III.; 











Bicycles, Velocipedes and Juniorcycles 


Greensburg, Pa., and Attalla, Ala. Send for Proposition C. 
Distributors in Principal Cities of the World Iver Johnson’s Arms & Cycle Works 
ao Fitchburg, Mass. 
Walworth Company Limited, 620 Cathcart St., Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative New York Chicago Ogden, Utah 
151 Chambers Street 108 W. Lake Street 2327 Grant Ave. 
Makers of Dan Stillson’s Wrench ae... 











3 
The Most Complete Line 
on the Market 





— 
a 
_ 
—_ 
—_ 
— 
_ 
_ 
a 





THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohio. 





REZNOR MANUFACTURING CO., MERCER, PA. 




















ROOFING ona gq MURP Hy PEERLESS Handcuff Accessories 


Illustration shows a 


K N 1V E S all — EN MARR single Peerless hand- 


cuff attached secure- 





MADE SHARP AND STAY SHARE ly to one end of ag 
Are Famous for — — a — strong five-foot chain | 
zs and a three-inch ring 
Other attached securely to 
“Sces the other end of the 
Shoe chain. This acces- 
et, | son | 
Tralates Used by Many Bank Messengers 
er . . *.¢ . 
‘ Oil Cloth for protecting their securities. Also used this way for 
This knife and all B. MURPHY knives require at least 16 Pn nll transporting a single prisoner. Why not stock some and 
er 0} ions manufacture. $8 
why B MUR knives tive satisfaction and, make cutlery Ete., Ete., meet any emergency demand? 
counters, the country over, more profitable. rite for com- - 
plete catalog. Peerless Handcuff Co., Springfield, Mass. 


Robert Murphy’s Sons Co., Ayer, Mass. Est. 1850 


\ 














ARMSTRONG BROS. 
Knife Blade Cutter Wheels 


Carefully machined from selected Alloy Tool 
Steel, heat treated, hardened and oil tem- 
pered, these improved design (Knife Blade) 
cutter wheels cut much faster, require less 
power and last longer than ordinary wheels. 


Smooth or Knurled Edge 
These wheels can be bought at all leading 
supply houses for all makes of pipe cutters. 
Made with smooth or knurled edges. 


Write today for Catalog P-10, 
showing and describing ARM- 
STRONG BROS. Line of Better ° 
Pipe Tools. 


Armstrong Bros. Tool Co. CLEVELAND, OHIO 
“The Toot Holder People’ 
314.N. Francisco Ave. Chicago, U.S.A. & Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 
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CLASSIFIED OPPORTUNITIE 











CLASSIFIED ADVERTISING RATES 


Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 


Manufacturers’ Agents, Jobbers, Jobers’ Salesmen, Retailers and Retail Salesmen 
BOXED DISPLAY RATES 


POSITIONS WANTED ADVERTISE- 
MENTS—50% off rates quoted 








All Capitals, Minimum of 5 lines... 4.00 

Each additional line... 
Average 10 words to a line 

Allow One Line for Keyed Address 


eee eseee . 





Opportunity Exchange Section ROR Sona ek coeedekanncseeeus $5.00 
Ee Each additional inch...... sosne SD 
Address your advertisements and replies to 
eee © Rae. .>- ie HARDWARE AGE, Classified Opportunities, 
fT RES Shape ea mes Discounts for Classified Advertising 239 West 39th St., New York City 


4 insertions, 10% off; 8 insertions, 15% 
off 


Remittance Must Accompany Order 
Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers. 





HARDWARE AGE is published each Thursday. 
Forms close Nine Days previous to date of 
publication. 


























BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 





SEVERAL hundred display boxes—galvanized sides 
wooden fronts—assorted sizes. Good condition. Will sell cheap. 
M. Weiss & Son, Inc., 100 Amsterdam Avenue, New York City. 


and_ bottoms, 
Address 





POSITIONS WANTED 








HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


EVERY APPLIOANT INVESTIGATED AND GUARANTEED 
FOR THN TIMES THE WEEELY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 














MARRIED MAN, SEVERAL YEARS’ EXPERIENCE hardware and 
mill supplies, also as manufacturers’ representative selling Eastern jobbers. 
Interested straight sales or agency proposition. East preferred, but_loca- 


tion is secondary. Address Box I-708, care of HARDWARE AGE, New York. 





HELP WANTED 


WANTED—BUILDERS’ HARDWARE SALESMAN TO MANAGE 
BUILDERS’ DEPARTMENT AND CALL ON ARCHITECTS, BUILD- 
ERS AND OWNERS. MUST BE COMPETENT TO MAKE ESTI- 
MATES FROM PLANS AND SPECIFICATIONS. LOCATION— 
WESTERN NEW YORK—. LARGE, WELL-ESTABLISHED FIRM 
SELLING HIGH GRADE LINE. EXCELLENT OPPORTUNITY FOR 
A PRODUCER. ADDRESS BOX I-732, HARDWARE AGE, NEW 


YORK CITY. 


SALES ACCOUNTS WANTED 























Western Illinois and Iowa 
Wants to represent on a contingent and exclusive basis 
manufacturers of builders hardware, specialties and equip- 
ment selling to dealers, jobbers and building trades. Archi- 
tectural contact and engineering experience. Reliability 
and experience warrants your consideration. 
Address Box 1-720, care of Hardware Age, New York City 


























LIVE, AGGRESSIVE ORGANIZATION selling Baltimore-Washing- 
ton territory for past eleven years. Actually know trade from industrials, 
hardware stores to large consumers. Want commission account .worth 
while. Cover Maryland, Delaware, D. C., Southern Pennsylvania, in 
autos. Details first letter. Address Box I-733, care of Harpware AGE, 


New York City. 





MANUFACTURERS REPRESENTATIVE—Located in New York 
City for the past 10 years wishes additional staple lines for Hardware 
and Mill Supply Trade. Have excellent connections with Resident Pur- 
chasing Companies. Hardware Dealers and Large Consumers. Address 
Box I-700, care of Harpware Acz, New York City. 





AGENCIES WANTED for Greater New York by salesman calling on 
the Jobbers and Chain Stores in the Hardware, Cutlery and House- 
furnishing Line for over 10 years. Have large following among the best 
trade. Address J. Lubow, 16 East 17th St., New York City. 


SALES REPRESENTATIVES WANTED 











SALES REPRESENTATIVE WANTED 
Traveling salesman already covering Southern and Southeastern States with 
one or two other lines to sell our complete line of inexpensive and quality 
wood, metal and metal covered tool chests on commission basis. 
We desire a permanent connection and have an attractive proposition for an 
aggressive representative at present well acquainted with the Southern 
Hardware trade living possibly in Atlanta, Georgia or Birmingham, Alabama. 
Address: Sales Manager, 
UNION CHEST AND CABINET CORPORATION, 


Rochester, N. Y. 














WANTED-—Salesman to sell general hardware, calling on hardware 
and variety stores principally, must have car, to cover southern New 
England, most of trade established. One preferred who has been em- 
ployed by a regular hardware jobbing house. Can be home every night 
if necessary. Give full information in first letter. Address Hardware 


Jobber, P. O. Box 419, Hartford, Conn. 





A MANUFACTURER of a standard line of well known hardware 
specialties—needs an experienced salesman on commission basis—calling 
on the jobbers and large retail hardware dealers in North Carolina, South 
Carolina, North Georgia and East Tennessee. Experience and references 
required. Address Box I-722, care of Harpware AGE, New York City. 





A MANUFACTURER, whose product is well known—among the job- 
bers and better hardware dealers—requires a salesman of ability—on 
commission basis, calling on the trade—in Wisconsin, Minnesota and 
Towa. Address with references. Address Box I-721, care of HARDWARE 


Ace, New York City. 





SALESMEN to sell our high grade line to the hardware trade in the 
states of Dakota, Minnesota, Iowa, Missouri, Arkansas, Kentucky, 
Tennessee, Illinois, and Wisconsin. Side line basis. Liberal commissions. 
Ixclusive territory. Address Box I-734, care of HarpwAre Ace, New 


York City. 





SCREW-HOLDING SCREW DRIVER! Amazing new _ invention. 
Factories, garages, electricians, auto, radio owners buy on sight. Re 
moves and inserts screws instantly inaccessible places. Sells $1.50. In- 
vestment for merchandise only. Exclusive territory. Write quick free 
trial offer. Toolco, 1511 Winthrop Building, Boston, Mass. 





AGENTS WANTED: One of the oldest Hickory Axe and Tool Handle 
Manufacturers wishes to appoint Agents in States East of the Missis- 
sippi. Only Manufacturers’ Representatives visiting the Hardware Job- 
bing Trade need apply—giving reference. Address Box I-731, care of 
Iiarpware Ace, New York City. 





BUILDERS’ HARDWARE Manufacturer requires experienced sales- 
man for Metropolitan Territory to sell full line on liberal commission. 
One who has represented jobber or acquainted with the hardware trade 
adjacent to New York City preferred. Address Box I-730, care of Harp- 
warE AcE, New York City. 





WANTED by manufacturer, commission salesman with following in 
Hardware and Housefurnishing Trade, Connecticut, Western Massa- 
chusetts, New York State and Pennsylvania. State territory frequently 
covered. Address Box I-728, care of HarpwareE AGE, New York City. 
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CLASSIFIED OPPORTUNITIES 





SALES REPRESENTATIVES WANTED 


A MANUFACTURER of an established line of hardware specialties— 
requires a high grade salesman of ability—on a commission basis—calling 
on the hardware jobbers—and better retailers in Oklahoma and Central 
and East Texas. Address giving experiences and references. Address 
Box 1-724, care of Harpware Ace, New York City. 








A SALESMAN of experience and ability calling on the hardware 
jobbers and larger retailers in Illinois, Missouri and Iowa to handle a 
well known hardware line of specialties—on a commission basis. Must 
be able to give references as to selling ability, etc. Address Box I-723, 
care of Harpware AcE, New York City. 





WANTED by manufacturer of complete line of builders’ hardware and 
other specialties, a representative for Eastern Canada including Ontario, 
Quebec and maritime provinces, to sell on a commission basis. Address 
application to Box I-701, care of Harpware AGE, New York. 





SALES REPRESENTATIVES WANTED 











spusidiiaa whose product is well 


A MANUFACTURER of hardware 


known—needs a salesman-—on commission basis calling on hardware _job- 
bers—and better retailers in Virginia, West Virginia and Eastern Ken- 
tucky—Must furnish best of references as to ability and experiences. 
Address Box 1-725, care of Harpware AcE, New York City. 








A SALESMAN ON COMMISSION—c: alling on the hardware jobbers 
and better retailers in Colorado, Nebraska and Kansas. By a manufac- 
turer of a standard line of hardware specialties. Must have experience— 
and selling ability, address with references. Address Box I-726, care of 


Harpware Ace, New York City. 





ROPE SALESMEN WANTED—100 per cent pure e Manila la, rope 17c. Ib. 
basis. Fast selling side line, five per cent commission. FIBRE 
COMPANY, 82 South Street, New York City (Foot a Wall St., and 


East River). ar 











and can produce results—a 


IF YOU ARE a salesman of experience 
hardware dealers— 


Manufacturer of an established line—sold by all 


LUSTROUS Aluminum Stove Pipe beautifies a gas stove, and lasts a requires your services for New York State (outside of the Metropolitan 
ee time. Every stove dealer a prospect. Territories open. McCarthy district) on a commission basis. Address giving references and experi- 
Mfg. Co., Pear Ave., Cleveland, Ohio. ence. Address Box 1-727, care of Harpware AGE, New York City. 











Hardware Age. 


WHERE BUYERS and SELLERS MEET 


HEN you are in the market to buy or sell a store, to secure help 
or a position, or to secure sales representatives or a sales account 
look over the offerings in the Opportunity Exchange section of 
If you don’t see just what you want, ask for it as 
there is always some one who will be interested in your proposition. 


Rates on Request. 
HARDWARE AGE  popportunity 


Hardware Age is the 
authoritative national 
hardware paper and is 
read by dealers and 
jobbers in all sections 
of the country. 


239 W. 39th Street, New York 








tunities. 





Sales Representatives Wanted 


In a recent issue of this paper under the classification of 
“Sales Representatives Wanted,” were twelve different adver- 
tisements for salesmen calling on the retail hardware trade. 


It looks as if hardware concerns knew where to “go” for 
hardware salesmen, doesn’t it? 


And by this same reasoning it looks as if these concerns 
reckon that men know where to “go” to find these oppor- 


It’s a good paper that serves the trade “both ways,” isn’t it? 
Try it and see. Address— 


Hardware Age, 239 West 39th St.,New York 


“Classified Opportunities Section’’ 
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If you are one of the for- neon 
tunate dealers who have a oie Every bale of Su- 
DOMES of SILENCE Dis- og perior Brand 
play Cabinet, keep it on Soe Hexagonal Netting 
your counter working for Leith unrolls _ straight, 
you. It pays good divi- d é flat and true. Try 
dends on the small it and prove it 
space it occupies. . yourself. 


Straight selvage. 
Evenly weven 
mesh. Heavy gal- 
vanizing. 





Consumers look 
for the netting 
with the Rooster 
trade-mark. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


If your Jobber 
cannot supply 
you—write 
us direct. 


We also make all 

grades of Sliding 

Casters, Pin 

Slides, Felt Slides, 
etc. 


DOMES of SILENCE, Inc. 


21 Pearl St., New York City 
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HURD SNAP LOCKS 
From solid bar bronze. Regu- 
lar and long shackle. Vari- 
ous sizes, $1.65 to $3.15. 

Can be Master-Keyed 









HURD CUTTER PROOF 
SAFETY HASPS 
Whole hasp hardened and 
rust-proofed with a _ silver 
udylited finish 


E\RD LO 
MPS By! 





pote 
24 yR& 


€7R ow 






ROUND BRONZE BODY 
PADLOCKS 
From solid bar bronze. List- 
ing $1.25 to $2.75. Six boxes 
to a carton. Can be Master- 
Keyed 





f 
PLUS + 


“HURD”—the only name in padlocks 
that means Cutter Proof—Saw Proof—File 
Proof. Compare this Hurd Masterpiece 
with locks at much higher prices which will 
not stand up against the jaws of a Bolt Cut- 
ter. When you offer your trade the Hurd 
Cutter Proof Lock at $1 you are giving the 
most sturdy protection in America and the 
greatest value. This Hurd Cutter Proof 





Lock retails at $1 profitably. 





E. P. HURD — Lock Builder — Detroit, Mich. 


Branch Offices 


Eee NNN 8 aes aS conde slo hn Sica Glas ararivowe 104 Walker St., New York City 
eee ee EN he ok. oad Gran Palbew ai ARR Ba OTL ace De McGuffey, Ohio 
A Ee, MINS 3.5 ova ie Siaiduelane seeoa ERS 1411 So. Michigan Ave., Chicago, IIl. 
OS A Oe rene erie wees 711 Mutual Bldg., Kansas City, Mo. 
eR ERG re eer eae 703 Market St., San Francisco, Cal. 
Callette & WCraren, Ines... cw cceeese ees 318 Occidental Ave., Seattle, Wash. 
MERCURE COONS, STNG oon. isin se dsetise clieira ote caret 53 Fourth St., Portland, Ore. 


In Canada 

Richardson & Bureau, Ltd., 129 St. Peter St., Montreal, Que. 
Export Office 

American Steel Export Co., 535 Fifth Ave., New York, N. Y. 
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RED STRIPE 









Clover COLOR-STRIPE Abrasive Papers & Cloths 





GREEN-STRIPE SANDPAPER 


Made in grits from 3/0 to 3. 

Standard sheets 9x11”. Packed in 

reams and in display boxes. Also 
8%x10%” sheets. 











RED-STRIPE EMERY CLOTH 


Made in grits 3/0 to 3 in standard 
9x11” sheets. 


Packed in % reams and in display 
boxes. 








YELLOW-STRIPE ALUMINOUS 
OXIDE CLOTH 


Made in 9x11” sheets—packed in 

reams and in display boxes— 

also in 50 yard. Economy Rolls, 

1”; 1%”; 2” widths. Grits from 
3/0 to 2. 








The Color-Stripe line represents the very latest development in Abrasive Papers and Cloths and assures the greatest attainable work 


values. Send for new booklet, “Coated Abrasive Materials’’—full of valuable information. 


CLOVER GRINDING AND LAPPING COMPOUNDS ~~ Standard the World Over Since 1903 


a 





| 
/ 
i 
[ 





STANDARD GREASE MIXED COMPOUND made in 8 grades ranging from 2-A (Microscopic Fine) to No. 50 


(Extra Coarse). 


each can containing equal parts of coarse grade D and fine grade A. 


CLOVER WATER-MIXED COMPOUND—a fast, one purpose compound preferred by some for valve grinding. 
Made in two grades, Medium and Coarse; put up in 2 oz., % lb. and 1 Ib. cans—one grade to the can. 


CLOVER 
MEG. CO. 


NORWALK, CONN., U. S. A. 


Put up in 1 Ib. cans, one grade to the can; also, for the kit, in 2 oz. and 4 oz. DUPLEX CANS, 





~*~ 








